


‘WHAT pexod DOES 
YOUR PACKAGE 
Gwe? 


The package which 

was, popular in the’ 
Mauve Decade, can 

enjoy a- rebirth of 

popularity—if restyled 

in the modern manner. — 


The time-honored 
product loses ground | 
—unless packaged in 
spirit with the times. 





BROOKS & PORTER 


CREATIVE STYLISTS 
AND MANUFACTURERS 
OF FOLDING CARTONS, 


COUNTER AND 
WINDOW DISPLAYS j 9 \ hi 


MU 





BROOKS & PORTER, Inc. 304 Hupson St. NEw YorK 


ead | / Cn 


Emerson said, “What we admire 


in old things is their naturalness.” 


Thus, we send you the oldest 


wish we know: 





"A Merry Christmas and a 


Happy New Year.” 


Phoenix MNetal Cay GC : 


OFFICES: Chicago, 2444 West 16th Street; Brooklyn, 3720 14th Avenue; Philadelphia, 1601 Fox 
Theatre Bldg.; Boston, 131 State Street; Cleveland, 1109 Guardian Bldg.; Cincinnati, 607 American 
Bldg.; St. Louis, 5820 Itasca Street; San Francisco, 200 Davis Street; Los Angeles, 765 Stanford Avenue. 
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A re-born industry already shows evi- 
dence of its faith in packaging. Brands, 
once famous, are to again be well known 
but are making their eppearance in mod- 
ern dress; new names, signalized in ade- 
quate packages, will bid for public favor. 
In the feature article of this month’s issue 
is presented a comprehensive study of 
what is now happening and may be 
anticipated in the packaging of liquors. 


But a brief time remains before the judges 
will make their decision on the All- 
America Twelve for 1933. Entries 
made after January 6, 1934, cannot be 
considered—so fill out your blank end 
mail that new package immediately. 
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CONTINUOUS 
LOADING 


It treats your product 
“gently”’—easing the con- 
tents into the carton continu- 
ously at about one-fifth the 
speed at which the machine 
is actually operating. 


SIMPLE 


It is simple in construction, 
highly accessible, and with 
improved mechanism for fold- 
ing and inserting circulars. 


EFFORTLESS 


In actual operation, it is 
smooth and quiet as a flowing 
stream. Sound engineering 
by Redington makes this 
possible. 


SPEEDY 


It is much faster, too—capa- 
ble of about any speed that 
can be used. 





A Reasons Why This REDINGTON 
is The Most Complete and Perfect 
CARTONING MACHINE Yet! 


Practically any product* 
sold in either glued-end 
or tuck-end cartons can 
be handled. Send us a 
sample of your cartoned 
product. Let us tell you 
how the New Redington 


*For instance: Safety 
Razor Blades, Collapsible 
Tubes, Bottles, Jars, Bars 
of Soap. Food Products 
such as Spaghetti and Mac- 
aroni, Chocolate, Candy, 
Chewing Gum, Crackers 


and Biscuits. Drug and 


Cartoning Machine can 
Toilet Products. 


serve you. 





“If It’s Packaging—Try Redington First” 


F. B. REDINGTON CO. (Est. 1897) 
110-112 So. Sangamon St., Chicago, Ill. 


REDINGTON Packaging MACHINES 


Economieal for Packaging - Cartoning - Labeling - Wrapping 
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She does 


ot always 
hold them! 
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Many a man has learned to his sorrow that ‘‘the 
Colonel’s Lady an’ Judy O’Grady”’ are indeed ‘‘sisters 
under their skins.”’ 

And many a manufacturer of quality goods has 
dolled up his latest product in ‘‘the most beautiful 
package in the world,” only to have it flop with a re- 
sounding thud. 

Why! Because beauty is not enough! How about 
the utility of the package? Was it designed to keep 
goodness in and badness out? 

Your product — everybody’s product — requires a 
special paper. We invite you to compare notes with 
us. We make many kinds of paper, perhaps just the 
right kind for your products; if not, we will tell you. 
If so, we may help save your next packaging venture 
from an untimely end, or give (as we have so often 
done) new life to the old. 


KALAMAZOO VEGETABLE PARCHMENT CO. 


PARCHMENT 
“KALAMAZOO COUNTY 


MiGt LeyANN 








, The 
“45 


F4Old Days 


are Back 
BUT 


e the Old Ways are left behind 


The thirty-sixth state is in... Liquor comes back... Distilleries resume operations! 


In the meantime, fifteen years have passed — fifteen years of progress and development in bottling 
and capping equipment. For while distilleries have been idle, pharmaceutical houses, with their 
complex problems of filling and capping bottles and jars of varying shapes and sizes, have forced 
the improvement of automatic bottling machinery at a rapid rate. The requirements of these com- 
panies have been met by Pneumatic automatic bottling equipment which has become recognized 
and widely used as the most advanced type of automatic machinery for bottling and capping. 
This Pneumatic equipment, which has thus been tried and tested for fifteen years in pharmaceutical 
houses, is ideally fitted for the requirements of distilleries, wineries, rectifiers, and wholesalers of 
liquor. Pneumatic offers automatic equipment for vacuum cleaning, filling, and capping bottles of 
any size or shape, in one continuous operation, at any speed up to 120 per minute! 

Write for the booklet: “John Barleycorn’s Past and Future” —an interesting comparison of new 
methods and old, and a complete story of Pneumatic equipment. 


PNEUMATIC SCALE CORP., LTD., 71 NEWPORT AVE., QUINCY, MASS. 





wp (NORFOLK DOWNS STATION) 
us Branch Offices in New York, 117 Liberty St.; Chicago, 360 N. Michigan Ave.; San Francisco, 320 Market 

eae Street; Melbourne, Victoria: Sydney, N. S. W. and Trafalgar House, No. 12 Whitehall, London, England 
Particularly timely with the re- . 
peal of prohibition, Pneumatic . . 1 
announces the development of A 4 SSR Parr =e i mle 
a combined cleaning and fill- = a. . ’ S\\ tie | 7 | nl 
ing unit that represents the F -_ 
newest and most advanced 2 i Wb} 
method of automatic bottling. ; |) } PAL ve feet bid ui ne 
It combines the two major op- wa bas 3 m7 ea aaa prety 
erations of filling and clean- “4 “st eee vanes 
ing (formerly requiring two wi A PA a 


. 2 (ae iv 4 FA 
or more machines) in one ma- 


chine . . . with the resultant 
saving in cost and space and 
desirable simplification of the 
bottling process ... This new 
unit, combined with the Pneu- 
Rotary Capping Machine, is 
a completely automatic bottle 
cleaning, filling, and capping 
plant in itself. 


omni 


PNEUMATIC SCALE woruins 
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NEW FIELDS... 


Modern Packaging considers it one of its primary functions to discover 


new materials for the packager and new uses in packaging for the 


manufacturer of packaging materials. We have in the past cooperated 
with the pioneers in molded plastics, in pyroxylin papers, in wooden 
boxes, in transparent cellulose wraps, bags and windows. We stand, 
today, armed with a broad knowledge of all of Packaging’s problems, 
ready to aid packager and manufacturer alike in their ventures into re- 


gions yet to be explored. Modern Packaging. 
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Sturdiness 
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recommend Collapsible Tubes of ALCOA Aluminum 





Up until recently, manufacturers were paying a 
premium for collapsible tubes of ALCOA Alu- 
minum—and finding it worthwhile to do so. 


Now, due to the raw materials situation, these 
tubes actually cost less. The savings become 
greater as the size of the tube increases—amount 
to as much as 25% in specific cases. 


You'll find many advantages in collapsible tubes 
of ALCOA Aluminum. Strength to stand tough 
handling. Tighter crimps that resist he-man 
fingers. Yet softness that yields to feminine 
fingers. Light weight that re- 
duces shipping costs. And non- 
contamination, that delivers 
chemical formulae unchanged 
from laboratory to consumer. 








One after another the makers of latherless shav- 
ing cream are changing to collapsible tubes of 
ALCOA Aluminum. And they have plenty of 
company. Tooth pastes, ointments, cements, 
glues, paints, printing inks are taking advantage 
of the better, and now cheaper collapsible tubes 
of ALCOA Aluminum. 


These tubes come in many sizes up to 214" in 
diameter, 10" long. For more detailed informa- 
tion, please address ALUMINUM COMPANY of 
AMERICA; 1829 Gulf Building, PITTSBURGH, PENNA. 


ALCOA ALUMINUM 


or Packaging— 


COLLAPSIBLE TUBES...FOIL...EXTRUDED CONTAINERS 








EXTRUDED CONTAINERS, TOO—Pill 
boxes, styptic pencil containers and a variety 
of others, made of ALCOA Aluminum. Light, 
strong, unbreakable, moisture-proof: Natural A 
or lithographed finishes. Slip or screw caps. ieccanar 
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THE “BEST PEOPLE” USE ALUMINUM 
FOIL—Wrigley, Hershey, Life Savers, Fleisch- 
mann’s, Salada, Lipton keep their products fresh, 
flavorful and good-looking with ALCOA 
Aluminum Foil. Let your product travel in this 
fast-selling company. 








A LITTLE tugboat can nose a towering 
ocean liner about and set her on her course. With 
the same miracle of power, so small a thing as a 
product’s package can change the course of an 


entire business. 


Because of a modernized package, you’ve seen 
products brought down from a top shelf and 
featured in window and counter displays. You’ve 


seen trade apathy changed to action—and the 





morale of the sales force revived. You’ve seen 
new products win their way to the top, and old 
ones fight their way back to the top—with the 
help of an appealing, convenient package that 


made news for dealer and consumer alike. 


Within the past few years, the American Can 
Company has helped hundreds of manufacturers 
discover (and profit by) the force of modern 


packaging. Is it not likely that we might help you? 


AMERICAN CAN COMPANY 


250 PARK AVENUE 
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SEALED in SYLPHRAP 










FRESHNESS GUARANTEED 
packages of INDIVIDUALITY 


What a combination for increasing and main- 
taining sales! The manufacturer of these brands 
of chewing gum has produced a smooth, pli- 
able gum of many appetizing flavors, and to 
protect the original flavor and freshness, has 
sealed them in SYLPHRAP. then packed them 
in cartons of attractive 
design. Sales have ma- 


terially increased. 
” Executive and 


BRANCH SALES OFFICES 
20! Devonshire Street . Boston, Mass. 
120 Marietta Street Atlanta, Ga. 
325 West Huron Street . Chicago, Ill. 


SYLVANIA! INDUSTRIAL GORPORATION 


treet, New York 


SYLPHRAP is the shimmering, gleaming 
wrap with the silver sheen—The Aristocrat of 
Transparent Wraps. 

Use it for all food products, not only to 
preserve your product in its original fresh- 
ness, but through its added attractiveness 
to increase sales. 

SYLPHRAP is “Qual- 
ity’s Best Attire.” 


DISTRICT AGENCIES 


Blake, Moffitt & Towne, 
4| First Street, San Francisco, Calif 


Pollock Paper & Box Co. 
Dallas, Texas 


Canada Foils, Ltd., Toronto, Canada 
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STAR BRAND 


COD LIVER 
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@ Choose an Onlzed container and put your product in the spotlight, > 
give sales a welcome boost. The smart designs . .. the clear transpar- ; Qn 
ency of the Onlzed glass ... the many practical features of OnIzed nut Gan 
containers will contribute to your sales success and packaging economy. 

So we say, hitch your sales to a star—make your package selection 

from our all-star line of brilliant OnIzed containers. Write for samples 

and our low prices. Owens-Illinois Glass Company, Toledo, Ohio. 


> 
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PACKOMATICALLY 
SEALED 
CONTAINERS 











THE MOST 








MEET EXACTING 











Tw 








PACKOMATIC 
AUTOMATIC CONTAINER 
SEALING MACHINE 


WE INVITE YOU 


To visit us at the Canner’s Con- 
vention to be held at the Stevens 
Hotel, Chicago, Jan. 15th to 19th, 
incl. 

—SEE OUR EXHIBIT— 


—and come to Room 924A— 


wll 











Branch Offices: 
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REQUIREMENTS 














This full automatic unit receives filled cases from a 
conveyor, registers them with carrier bars, opens bot- 
tom outer flaps, closes top inner flaps, spreads adhesive 
on inner surface of all outer flaps, folds the flaps and 
discharges the cases between compression belts. 


Rapidly adjustable for different size cases. No regu- 
lar operator required. 


Furnished with dryer of length necessary for desired 
speed. 


PACKOMATIG 


eS PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


NEW YORK CLEVELAND SAN FRANCISCO 
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Look for the name 


SEFTON NATIONAL 
FIBRE CAN COMPANY 


in the yellow pages of your 
telephone directory under 
the heading “CANS” 


Domestic: 


California Berkeley 
Los Angeles 
San Francisco 
Colorado Denver 
Florida........Tampa 
Georgia.......Atlanta 


MME 06.005: Chicago 4 / 
— 4 7° PACKERS of dry 


Indiana Indianapolis 
Terre Haute 


or 4 products, Sefton offers 
Des Moines al the finest service in America. If 


Kansas Wichita 


Kentucky......Louisville ag you have a packaging problem that 
Louisiana New Iberia . . P P . 
New Orleans : l/ demands immediate attention, your tele- 


Massachusetts..Boston ‘ ear ° 
Michigan... .Detroit phone will put you in instant touch with 


Minnesota..... St. Pau 3 / . 
agian Wi your local Sefton sales representative, whose 


Missouri... . . . .Kansas City 


ee s name is listed in the yellow pages of your 


Nebraska Omaha 


min > ee y/ telephone directory. Sefton Fibre Cans 

North CarolinaGreeasboro are available in a variety of styles, shapes and 
Cincinnati . bs . * ° 
Cleveland sizes and are made to fit individual specifi- 


Oklahoma Oklahoma City z ss . 
Pennsylvania... Philadelphia cations. We _ will furnish layouts for 
Pittsburgh . . ° 
Tennessee..... «Chattanooga labels without charge. Write or wire. 
Memphis 
Nashville 


Dallas SEFTON NATIONAL FIBRE CAN Co. 
pe et City 3299 Big Bend Road, Maplewood 
SAINT LOUIS, MISSOURI 


Washington. . .Seattle 
Wisconsin... ..Milwaukee ’ 250 Park Avenue 6N. Michigan Avenue 
, New York Chicago 
Foreign: 570 Howard Street 
Philippine San Francisco 
Islands......Manila 
Porto:Rico....San Juan 


Canada........Montreal 
Toronto 


mine) Bey 
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It’s Clipless! 
The COLTON 
CLOSURE 


This modern method of sealing 
and closing collapsible tubes is a 
marked improvement over the old 
method of sealing with clips. 


Note the attractive finish given to 
end of tube by the Colton Crimp- 
ing Machine. Many production 
expenses are eliminated by this 
clipless closure—i. e., cost of clips, 
time required to replenish clip rolls 
—and maintenance expense of 
automatic clipping heads. 


A descriptive folder fully desecrib- 
ing the Colton Closure sent on re- 
quest. 


No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 


ARTHUR COLTON CO. 


2600 East Jefferson Ave. 
DETROIT, MICHIGAN 
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If GOES WELL 
SS A 


SYMBOLIZING A PRINCIPLE 
AND A SERVICE 





A DEMONSTRATION IN INK OF THE LAWS OF COLOR HARMONY 


COLOR tarmony 


EXPRESSED IN PRACTICAL INK EFFECTS 


“ HAT goes well with blue?” “What shall we use with red?” “What color 
WY wens shall we adopt for this poster or package, that cover or broad- 
side?”—these are questions which continually confront creative artists de- 
signing things to be printed, also printers, lithographers, and engravers 
seeking worthy color treatments. 

Color beauty and effectiveness cannot be successfully created without a 
knowledge of the laws of color harmony. That which we call exquisite color 
taste is merely the skillful translation of those laws into visible beauty. 


Between what is conceived in color and the final interpretation on the print- 
ing press there has often existed a gap due to lack of exact knowledge con- 
cerning ink effects. This menace to satisfactory results can be eliminated by 
Ink Intelligence. Ink is the medium in which color beauty is expressed, so 
why not devise color schemes with practical ink effects in mind? 

IT GOES WELL WITH BLUE is a book intended to place color originality and 
printed realization on a par. It is a demonstration in ink of the basic laws 
of color harmony. It illustrates what colors go well together, and conveys a 
working knowledge of ink possibilities. In its pages imagination’s color eye 
can survey its exact terminal. 

IT GOES WELL WITH BLUE is much more than a book containing the practical 
demonstration of a principle. It is a companion piece to the ipi COLOR 
PAGEANT—that attractive wall hanger, the pages of which present in con- 
venient form a rich and varied range of beauty in eight individual colors for 
flat printing. 

Both pieces symbolize a service and form a composite key to the ink and 
color intelligence which ipi places at your disposal. They are the connecting 
links between your color achievement and our resourceful cooperation, the 
latter available to you through ipi representatives. 

ipi inks, supplemented by coordinated effort towards practical press pro- 
duction and ultimate color effectiveness, represent the greatest value to 
printers and lithographers. Use ipi products. Ask for your copy of IT GOES 
WELL WITH BLUE, and the COLOR PAGEANT also, if you haven't one. 








4 


a \\ at, THE INTERNATIONAL PRINTING INK CORPORATION 
» 75 VARICK STREET NEW YORK CITY 
XS Branches in the following cities: Atlanta, Baltimore, Battle Creek, Boston, Buffalo, 





Chicago, Cincinnati, Cleveland, Dallas, Detroit, Houston, Indianapolis, Kalamazoo, 
* Kansas City, Los Angeles, Milwaukee, Minneapolis, Nashville, New Orleans, New 


fm York City, Philadelphia, Richmond, Rochester, St. Louis, St. Paul, San Francisco 


INKS FOR ALL PAPERS, ALL PURPOSES, ALL COLOR EFFECTS 














WE DO OUR PART 


THIS FOLDING CARTON 


AND SHIPPING CASE BY 


Conlenicl Mee Larica 








a 





24-pint solid fibre shipping case 


@ There is no premium on the unparalleled 
services provided by Container Corporation 
..in the design and manufacture of qual- 
ity cartons and shipping cases for bottled 
liquors. 


One-pint bottle carton 


As the largest manufacturer of paperboard 
products, this company has .. the skill . . the 
equipment . . and the organization to provide 
you with containers that adequately portray 
the fine quality of your products. 


CONTAINER CORPORATION OF AMERICA 


CHICAGO NEW YORK 
BRIDGEPORT, CONN. 
ST. LOUIS 


GENERAL OFFICES: 111 W. 


PHILADELPHIA 
NATICK, MASS, 


PITTSBURGH CLEVELAND CINCINNATI 
MINNEAPOLIS ANDERSON,IND. WABASH, IND. 
INDIANAPOLIS 


WASHINGTON ST., CHICAGO, ILL. 
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BATTLE CREEK 


PSYTLIUM 
SEED 


(PSYLtiuM) 


or 
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: “accept our bearty congratulations---” 
: is the comment of our newest client, W. E. Drislane Company, Albany, N. Y., 
; Hl “purveyors of tablé luxuries and fine liqueurs since 1875"'— as they placed 


their order for Drislane's Dry Gin cartons, utilizing the new attractive pack- 


age design we recently created for them. 


If you have a packaging problem, and are looking for honest, unbiased and 


experienced advice in solving it, the entire RTG Staff is at your command. 


THE RICHARDSON - TAYLOR- GLOBE CORPORATION 


CINCINNATI 


— BB 
DRL ERE ENR eR are et 


ba BOSTON @ NEW YORK © BUFFALO © CLEVELAND © DETROIT © MINNEAPOLIS © ST. LOUIS © WATERLOO @ MEMPHIS @ NASHVILLE @ ATLANTA 
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These Two BLISS Top Stitchers 





Will Seal Your Fibre Containers 
At Lowest Cost 


BLISS PORTABLE 
TOP STITCHER 


Sealing a Large Container 


HE Bliss Portable Stitcher is designed for 

sealing containers of large dimensions or ex- 

ceptional weight that are awkward or impossi- 
ble to handle on the regular top stitcher. Cases 
need not be removed from conveyor or handled in 
any way. Any length of seam can be stitched. 


Also useful for sealing tops of mixed sizes of con- 
tainers that vary in height. 


Counterbalanced by suspending spring which sup- 
ports its weight and permits operator to move 
stitcher freely in any direction. 


Constructed entirely of steel and light alloys. May 
be plugged into any light socket. 


CHICAGO PHILADELPHIA 


BOSTON 


BLISS POWER LIFT 
TOP STITCHER 





Sealing a BLISS Container 


HE new Bliss Power Lift Top Stitcher is equipped with 
power driven work table operated by balanced foot 
pedal. 


A touch of the toe on front of pedal raises table at rate of 12” per 
second. Depressing back end of pedal lowers table at same rate. 


Device actuated by top of container automatically stops table at 
right position for the blade anvil to be entered under stitching flaps. 


Low position of table can be adjusted to level of conveyor line, so 
that filled boxes can be rolled on stitcher table without lifting. 


Operator can handle many more cases per day than by the old 
method, with less fatigue. 


One motor operates stitching mechanism and power lift. 


Machine is designed to withstand the hard usage of high speed 
production. 


Ask for further information. 
DEXTER FOLDER COMPANY 
28 West 23rd Street, N. Y. 


Boston, Bliss and Latham Wire Stitching and Adhesive 
Sealing Machines for all types of Fibre Containers 
SAN FRANCISCO 


CLEVELAND ST. LOUIS 


117 W. Harrison St. 5th and Chestnut Sts. 185Summer St. 1931 E. 61st St. 2082 Railway Exch. Bldg. H.W. Brintwall Co. 


51 Clementine St. 
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a fashion fabric paper with 


Surface Interest. . 


e its weave is rough and 
that’s new. 


it emulates fabric but it 
surpasses fabric in its 
effect of quality and 


lovely craftsmanship. 


send for samples and 
see its excellence. 


louis dejonge « company 
new york philadelphia chicago 


69-73 duane street 
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START “" RIGHT LABEL 


The only label for a mod- 
ern package is one reflect- 
ing all the new ideas 
in sanitation, convenience 
and beauty which have de- 
veloped during the past 
decade. Yours is a New 
Deal Product. Make it the 
brightest in town, with a 
label that stands right up 


to every modern demand. 


OLD SILVER 
CORDIAL CO 
a 


‘DISTRigure ac 


PROVIDENCE 


<Z>UsOli 






229 WEST PARK STREET 
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PROVIDENCE, R. I. 
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@ Beautiful molded articles, 
such as this poker chip holder, don’t “ust happen.” 
The Mack Molding Company, of Wayne, N. J., made 
sure that this article would be blemish-free, colorful 


and sturdy enough to withstand hard usage, by 


molding in Resinox. 


SSN 





Molding Compounds Molding Resins Laminating Varnishes 


RESINOX (ORPORATION 
230 Park Avenue, New York City 
Subsidiary of Commercial Solvents Corporation and Corn Products Refining Company 
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Che ideal containers for 
sampling ano packaging 


are Kimble Automatic-Machine-Made Vials. It is remark- 
able how nationally prominent leaders in the drug, 
pharmaceutical, toiletry, food and other diversified fields 
have turned to Kimble Vials for new sales appeal, new 
sampling ideas and new packaging themes. They have 
discovered that there is no surer way to establish new con- 
tacts and develop actual sales than to place their products 
directly in their prospects’ hands as vial-packaged samples. 

Kimble Vials show off their contents to the best advan- 
tage. They are miniature show-windows which radiate 





cleanliness, purity and quality. Being thoroughly re- 
tempered, they are sturdy enough to withstand rough 
handling, yet they are so light in weight that postage 
and shipping charges are cut to the minimum. Their 
colorful caps or closures—available in a wide variety 
of applications — give them front row prestige on the 
dealers’ shelves. 


Before you decide on your next sampling campaign— 
before you choose any type of package for your new 
or old products —consult with Kimble. Their ideas on 





modern packaging methods will be a revelation to you. 








KIMBLE uass co. 
VINELAND, 
NEW YORK « PHILADELPHIA « BOSTON e CHICAGO « DETROIT 











: 
Ae 
ae 
fe 
& 
By 
's 





Safe 2 Sea ae 















a 
a 
i 
S. 
4 
Sa 
pty 
‘ 
ea 
Sy 
ey 
be 
Or, 


are entitled to a COMPLETE VACATION On the hotel estate itself is the 18-hole 
—whether you spend the winter or a few golf course . . . completely worked over 
; weeks. No matter what your tastes in sports — for this year’s play . . . with a staff of five 
i and social diversions, in vacation relax- celebrated pros: GENE SARAZEN 
Be ation or holiday excitements, you can DENNY SHUTE, MIKE BRADY, LOUIS 
= F indulge them at their best in the Miami (CQSTELLO and NED EVERHART. Also, 
: Biltmore plan. two outdoor pools . . . where weekly 
- &§ When you register in this “Center of aquatic carnivals are held . . . including 
is & the Wintertime World” the gates are National Olympic Stars Meet and Atlantic 
vw Oo opened to you to all the important resort Seaboard A. A. U. Meet. On the tennis 
pleasures of this world-famous playground _ courts, brilliant play every day . . . nat- 
e . many of which can be enjoyed only _ ional tournaments . . . professional coach. 
1- at the Miami Biltmore . . . social functions In the Miami Biltmore stables—mounts for 
. of national distinction . . . sports events expert or beginner . . . veterinarian, groom 
iso of national and international interest. and blacksmith services . . . guests’ horses 
;. For example, as a patron of the hotel, —_ boarded without cost! One of the climaxes 
you are extended full privileges in the of the season will be the National Horse 
“ Florida Year Round Clubs . . . three mag- Show. And for the fisherman, poloist, race 
e nificent sports centers—the Miami Biltmore —_ enthusiast or any other hobby-rider, the 
Country Club, the Roney Plaza Cabafia Biltmore program provides plenty of daily 

i Sun Club at Miami Beach and the Key fun. 
hn Largo Anglers Club down on the Florida The social schedule, too elaborate to 
“keys”. enumerate in detail, varies from such 
P An extraordinary economy — and a __ informal affairs as chowder parties to 
r service which expands your enjoyment to —_ sumptuous costume balls . . . with nightly 
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CENTER OF THE WINTERTIME WORLD 


The Most 
VACATION 


Fver Conceived 


/ \ challenge to the future—this audac- 
ious vacation plan of the Miami Biltmore! 
Offering more than sumptuous living in 
one of the world’s greatest hotels, the 
Miami Biltmore announces a policy of 
guest entertainment, privileges and special 
courtesies that has NEVER been equalled 
ANYWHERE. As a guest of the hotel you 


the entire Miami resort area—is the trans- 
portation system operating from the Miami 
Biltmore and serving all units of the 
Florida Year Round Clubs. Without extra 
expense, you ride by aerocar to the races, 
dog tracks, downtown shopping and theater 
districts. Or fly by autogiro to Miami 
Beach! Or scoot by sea-sled down Biscayne 
Bay to Key Largo and the celebrated fish- 


ing grounds — an exhilarating journey 
along the quiet inland waters and colorful 
tropic shores of southern Florida. Your 
saving in local transportation costs alone 
will offset a major portion of your hotel 
bill. Moreover, this service brings the 
Miami Biltmore closer to all resort interests 
than any other hotel. 


jollity of dance orchestras and Broadway 
entertainers. 

Despite its additional services and 
privileges, the Miami Biltmore has not 
increased its sensible tariff rates! 

Acquaint yourself with this amazing 
vacation offer, and you will agree with 
seasoned travelers that it is the best “buy” 
in the whole resort world! 


Open October 28th to June 30th 


For information, literature and reservations 
eddress hotel direct or see your travel agent 


MIAMI BILTMORE 


CORAL GAGLE S$ MIAMI FLORIDA 
DECEMBER, 1933-21 
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JUST AS SURE AS 2+2=4! 


Increased consumption invariably results from increased conve- 
nience in the use of a product; and wise is the manufacturer who 
sees to it that his container possesses maximum convenience in use. 


Illustration below shows a few of the exceedingly convenient clo- 
sures and pouring devices with which R C Cans are equipped. There 
are many others—all tried-and-proven and making good on con- 
tainers for free-flowing products of many kinds. 


Note, also, the exceptionally attractive appearance of these con- 


tainers. 


May we discuss ways and means of packaging your product to 
secure maximum effectiveness? 


R. C. CAN CO. 


ST. LOUIS, MO. 


Branch Factories: 


Kansas City 
Rittman, Ohio 





RADIATOR 
CLEANERG, 


"Proves Water Circule 








MANUFACTURERS OF 
ROUND, SQUARE, OVAL AND OBLONG PAPER 
AND FIBRE CANS. 
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“| Is Your Type 
Box Here? 


Check-up of so-called ‘‘Hand Made’’ 


boxes shows many shapes; many effects 
being made by Machine ! 






PRODUCED AT UNSKILLED LABOR 
COST 


Fancy prices for Fancy Boxes are no 
longer necessary. The multi-cornered 
shapes that attract the buyer's eye, and 
make their contents “look like a gift,” 
should be made on a modern speedy 
production unit—unusual value for you 


—at unusual savings. 


These De Luxe Appearing Packages 
Helbp sell their Contents ! 


Manufacturers with their own box-plants 
can economically equip their factory with 
the new New Jersey unit producing bet- 
ter boxes and increasing customer-appeal 


—with positive cost-saving production. 


* 


Write for information to 


NEW JERSEY MACHINE CORPORATION 


4 WILLOW AVENUE HOBOKEN, N. J. 
R ; Chicago Office: 549 W. Washington Blvd. 


| 
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It is with pleasure that the Doehler 


Die-Casting Company makes its bow 


in the packaging field thru the me- 


dium of these die cast zinc boxes. 
Packagers interested in analyzing 
the availability of die cast packages 
for use with their products are invited 


to consult with— 
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Your package may present a 
problem in no way similar to 
thet presented by these die- 
cast boxes. Remember that 
the possibilities of die-casting 
are almost unlimited. Submit 
your problem to the Doehler 
Die-Casting Company for anal- 
ysis. No obtigation, of course. 
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VASTER METAL UNIFOIL 
Speeds. (Peaut i. a 
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When you use MASTER METAL Unifoil you are assured the superior ATTENTION VALUE 
ond BRILLIANCE that only the real metal surface of this material can provide. It will remain 
permanently bright and attractive. Thus you are certain of a surface of unusual merit that 
may be color printed in line or halftone. The possibilities of color combinations and designs 
that may be created to secure exceptional effects on MASTER METAL Cartons, and for Unifoil 
Box C vers, Booklets and Displays, are unlimited - Catalogs of the new complete line 


of co ~rs, patterns, and textures are now available. Refer to opposite side of this insert 


AEYNOLOS METALS COMPANY 
IV (Sector arsaus = Veuw Yor zk, —VY,. 


R Sea 
125° SO. CAMPBELL AVE.. vy 345 NINTH STREET 
CMHIEAE Ox. PELE. ¢ SAN FRANCISCO. CALIF 
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REYNOLDS METALS COMPANY 


19 Cector tlh lite cat _— am ld ~# NW, 


CAMPBELL AVE., E 
CHICAGO, ILL. L 
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THE RIGHT CLOSURE 
Bids YOUR PRODUCT 


There is nothing startlingly new about 7 Point Service 
but it does bring the result you want with thc least 
amount of trouble and delay. It is based on -road ex- 
perience in sealing, exceptionally fine research labora- 
tories and unsurpassed manufacturing facilities. It is 
organized for the kind of prompt action that is thorough- 
ly in step with the times. @ When next in the market 
for closures, give 7 Point Service a trial. You will 
learn why so many successful manufacturers rely on 
C.C.S. to meet their sealing requirements, 


. Nita 
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THE BARS GO UP 
JANUARY 6th 


Hundreds of entries for the 1934 AIll- 
America Twelve contest already have been 
received. Dozens more are on the way 


to us. 


If you have designed, produced or devel- 
oped a new package during 1933 you must 
beat the deadline to enter it for Packaging’s 
highest award. Write, wire or ‘phone for 
entry blanks. 
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425 FOURTH AVENUE NEW YORK CITY 
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ANNOUNCING 
‘SSYLPHSEAL’ 


(TRADE MARK) 


SELF SEALING CAPS AND BANDS 








An entirely new development 
in individual and distinguished closures 


Made in five attractive finishes and types + Furnished in a wide range of sizes 
1. Regular Transparent When applied wet, they dry quickly and shrink in 
2. Metallic Bronze tight conformity to the container, thereby creating a 
3. Mat Opaque hermetic seal and giving to the container a super- 
Also the following new, patented, and exclusive finished appearance, and to the product absolute 
Sylvania finishes: protection. 


As a further protection to guard against counterfeit 


4. High are enamel. (U.S. Pat. 1918383) packages the bands or caps will be specially printed 





SCR eS RE os re 


5. Silky lustre. (U.S. Pat. applied for) willie: tendie. eencan toaliiaeeihs 
These new closures in an attractive range of colors Prices and Samples furnished on request. 
and metallic finishes are being manufactured in our own Send sample of container and state style, finish and 
works at Fredericksburg, Va. + color desired. 


SYLVANIA INDUSTRIAL CORPORATION 


CAP AND BAND DIVISION 
Executive and Sales Offices: 122 East 42nd St., N. Y. C. 
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FILLING MACHINES 
for all Powdered and Free-Flowing Prod- 
ucts, Pastes and Creams. 


CARTON FILLING & SEALING MACHINES 
TIGHT-WRAPPING MACHINES 


COMPLETE PACKAGING LINES 
Fully or Semi-Automatic, producing 15 
to 120 units per minute. 


WRITE FOR INFORMATION 
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JOHN BARLEYCORN DRESSES UP 


N the history books of the future, December 

5, 1933, will probably be listed as the date 

which culminated one of the decisive battles 

of the world. Perhaps not so elevated by 
the historians, but in the minds of many of those of 
this generation, at least, it will be given significance 
as that day on which “the blessings of liberty to our- 
selves and our posterity’ were regained. The repeal 
of the 18th Amendment, the ratification of the 21st 
Amendment and the shelving of the Volstead Act to 
a place of utter darkness would seem to be sufficient 
for any one day’s work. 

With conjecture now a certainty there can be more 
positive speculation as to the drinking habits of the 
future, tomorrow’s drinking lore, style and acceptance 
of all of the accessories of drinking and many other 
forthcoming customs and conditions that will develop 
as the repeal of prohibition loses its newness. Of 
these, one of the most important considerations—to 
both manufacturers and consumers of alcoholic bev- 
erages—will be the determination of what the well- 
dressed ‘‘snifter’’ will wear. 

In the present ‘‘novelty” stage the main attention 
of the buyer is concentrated on the purchase of the 
best remembered brands, domestic and imported, 
and such of the newer issues as he may have come to 
know about in some way or other. But as this novelty 


The new ‘‘Dixie Belle’’ frosted bottles, molded monogram tops and 
metal foil labels. Photo by courtesy of Anchor Cap & Closure 
Corporation. 


of buying known brands wears off, we may accept 
it as a certainty that the package will influence sales, 
as with general consumer goods, and the Battle of 
the Brands, staged in the field of spiritous liquors, will 
be on. Advertising will stress the fact that the con- 
sumer should look for the correct label; there will 
be extensive effort to prevent substitution and to 
provide protective features—an aftermath of the 
prohibition era when many well-known brands were 
counterfeited. And no little attention will be paid 
to the convenience of the packages in which the prod- 
ucts of the liquor industry are to make their appearance. 
The above opinions are more than just predictions— 
already we are seeing a definite trend toward improved 
design in every component of the liquor package as- 
sembly. And a splendid opportunity is offered to the 
suppliers of packaging materials and to package de- 
signers. In an article recently published in Spirits, 














Walter Dorwin Teague stated: ‘‘Dis- 
tillers cannot do better than learn from 
the examples set by the food and cos- 
metic industries. | With no precedents, 
or commitments to hamper them, there 
is no reason why they should not follow 
the dictates of simple prudence and 
launch their freshly legalized wares in 
the most attractive possible dress. They 
should seek dignified individuality, a 
distinction in appearance which will 
come in time to have an enormous trade- 
mark value, and an attractiveness which 
will win instant approval and acceptance. 

‘Foreign competition will be another 
powerful reason for packaging spiritous 
products in the most effective possible 
manner. European distillers are not 
above criticism and should not be hard 
to excel. But they have shown more 
originality and more diversity in their 
containers than was ever found in the 
American industry in the old days. 
These wares, coming into the American 
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Above: A reminder of ‘‘Auld Lang Syne.” A 

group of imported bottles from the collection of 

Owens-Illinois Glass Company. Many of these 

brands will again take their place in sideboards 

and other haunts from which good cheer is dis- 
pensed. 


At left: One of the first to adopt the squat neck 
bottle with its monogramed molded closure was 
Hiram Walker & Sons of Canada, now com- 
pleting its $3,000,000 American plant at Peoria, 
Ill. Photo by courtesy of Anchor Cap & Closure 
Cor poration. 











The above can well be referred to as a ‘‘cir- 
culating” library. It is a part of the 
wens-Illinois Glass Company's collection 
which includes every conceivable shape and 
size of bottle. But designers are not ceasing 
in their efforts to create new bottles. Watch 
and see the crop a year from now. 


At right: Medium length neck flask with 

metal screw cap and printed label as used for 

wine by Ontario Grape Growing & Wine 

Manufacturing Company, Ltd. Trade 

name ratsed in glass to prevent substitution. 

Photo courtesy of Anchor Cap & Closure 
Corporation. 








market in their well-known, often handsome, packages 
will set a standard our own products must meet or 
surpass. It is a standard we never reached before 
Prohibition.” 

The old-time bar is out, its place to be taken by 
the licensed store for selling bottled goods to be taken 
home. So read the regulations stipulated by the 
New York State Alcoholic Beverage Control Board. 
The Herald Tribune summarized the new situation as 
follows: 


These provisions frown upon casks, barrels, 
kegs and hogsheads and stipulate the liquor 
must be kept in original sealed packages of glass 
bottles containing not more than a quart. The 
quart thus becomes the standard unit of measure- 
ment in the new era. 


Other states will adopt regulations of a similar 
nature, at least as regards licensed stores, with the 
result that liquor will be marketed almost entirely in 
bottles just as it is today in Canada. 














The liquor package thus becomes of vital importance, 
much more so, for instance, than is the situation with 
beer, a proportion of which is consumed in draft form. 
There is still another radical difference in liquor pack- 
ages as compared with beer, and that is the matter 
of standardization. Before prohibition, bottled beer 
was sold in over one hundred different shapes of bottles. 
By the time beer became legal, however, the glass 
manufacturers had agreed among themselves, and 
with the brewers, on a standard size and shape of 
bottle, which is now widely in use. It is already evi- 
dent, on the other hand, that liquor is going to be put 
up in distinctive bottles of individual shape and size 
with a minimum of standardization, and, therefore, a 
maximum of work for the package designer. Bottle 
manufacturers are resurrecting old-time molds and 
developing new ones. Of course, if one wishes to use 
stock size bottles these are also available. 

The reasons for individual bottle shapes are not 
hard to find. Bottled beer is proportionately so low 
in price that identification of the brand upon the label 


* 


The new Fleischmann’s Gin bottle is pleasing 
in appearance with its aluminum screw cap 
and printed labels, front and back. Water- 
marked tissues are used as outside wrappers. 


In the running strip below, and extending across the opposite page, is a grouping of the 
new packaged liquors which are being distributed by Schenley Products. As may be seen, 
these show an interesting range of shapes, types of labels and styles of closures. Short 
necks and squat necks, metal fotl printed labels and lithographed labels, metal screw caps 


and molded closures. 
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is sufficient, and a standard bottle can be used. Liquor 





In general there are three types of closures in usage in 






















ith and wine, on the other hand, are looked upon by most the wine and liquor industries—corks, screw caps and 
rm. of us as more precious commodities, and this attitude secondary seals. Breaking down these general classi- 
ck- of mind has certainly been augmented by our experi- fications there are five types of corks that will be used 
ter ences during Prohibition. The distillers and rectifiers for sealing wine and liquor: flange corks, straight 
eer will undoubtedly foster this thought by exhausting corks, tapered corks, wood top corks and champagne 
les. their imaginations in the devising of odd shaped corks. Flange corks are used primarily for pints, half 
ass distinctive packages. This not only refers to the pints, quarts and fifths of distilled liquor. Straight 
und bottle itself, but also to its outer wrapping. We thus corks will be used principally for wine, but they will 
of have a situation where the package designer will be also be used for sealing large bottles, jugs and demi- 
-Vi- given full rein in spite of the fact that many of the johns—packages not used so much by consumers as 
put old bottles and packages will continue unchanged from they are by blenders, rectifiers and wholesale and retail 
size pre-Prohibition days. dealers. Wood top corks, either plain or with designs 
y @ We are already seeing liquor bottles in every imagi- embossed in color on the top, will be used for both 
ttle nable shape, packaged individually in folding boxes, distilled liquor and for sweet wine. Champagne 
ind transparent cellulose, tissue paper, straw, wire mesh, corks, as the name implies, are used exclusively for 
use taped corrugated tubes, single faced corrugated wrap- bottling sparkling wine. 
pers, “champion” wrappers, ‘“‘jiffy’’ bags and even Screw caps break down into three types: molded 
not 3 lithographed tin cans. Some have ordinary corks, caps, single shell metal caps and double shell (concealed 
low : some flanged-top corks and others metal screw top thread) metal caps. Their use will be confined almost 
bel . and molded cap closures, using the thread finish bottles. entirely to whiskies, gin, brandies and some cordials. 
* 
if 
E x 
: 
‘ * 
Hs The assembled package for Canada Dry’s 
f Gin will be recognized by its similarity in 
bs design of the label and bottle to correspond- 
ing adjuncts used for other products. 
the ‘| ‘ae Pa\\\\ 
or Gin, Melodie Whiskey, Gibson's Rye, Henry.Clay Whiskey, Belle of Anderson Whit ‘CANADA DRYS 
ups 3 key, and the ever-popular Golden Wedding Rye. The old song ‘‘ Ninety-nine bottles 


i hanging on the wall” may not be applicable to the group shown here, but the selection 
is one which is not unpleasing. 
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Left: 


metal 


It is still too early to say just what the trend will be in 
the usage of screw caps, but a fair guess is that the 
three types will rank as follows in sales volume: first, 
molded caps; second, double shell metal caps; third, 
single shell metal caps. Unlike the majority of glass 
packed drugs, cosmetics, and food products, liquor 
packages will sell at $2.00 and upwards. This price 
will permit a fairly good-sized packaging expenditure, 
and it is probable that most distillers will want to buy 
high class screw caps if they decide to use this type of 
closure in preference to a cork. 

Before Prohibition, corks were used almost exclu- 
sively for sealing wines and liquors. This, of course, 
will not be the case, except with wines, now. While 
there is no denying the fact that a good cork of the 
proper type provides an efficient seal for liquor, there 
are certain features about screw caps which will induce 
distillers in many cases to adopt caps in preference to 
corks. Nodoubt corks will reign supreme with wineries. 
Some wines will be sealed with straight corks, others 
with wood top or embossed top corks. Champagnes, 
of course, will be sealed only with champagne corks. 

Distilled liquors that are aged in the wood take on a 
small percentage of tannic acid. As tannic acid reacts 
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Knurled design 
molded cap and Anchor 
Amerseal cap. Strip 
below shows molded and 
capped 
Photos by courtesy of 
Anchor Cap & Closure 
Cor poration. 





Below and at left: Phoenix 
ST caps in place and separate. 
Photos by courtesy of Phoenix 
Metal Cap Company. 


flasks. 





with tin and iron, causing a black deposit, tin caps 
should not be used with liquors of this kind. Their 
use should be confined to liquors that are not used in the 
wood—liquors such as gin. With aged whiskies, 
brandies, etc., the caps should be either entirely of 
aluminum or have an aluminum inner shell. 

Molded closures are obtainable in standard sizes, 
styles and a variety of colors. When first used, 
certain of these proved inadequate but the difficulties 
have since been overcome and plastic compounds which 
resist water, acetone and alcohol are now available and 
giving efficient service. 

Of recent development are the supplementary or 
secondary closures which are used over corks and caps 
of all types for the purpose of adding a decorative note, 
to prevent tampering with the package and as a final 
safeguard against contamination and evaporation. 
These hoods or bands, on which the distiller’s trade 
mark, signature or other identification is printed or 
dyed, are applied in moist condition over the regular 
cork or cap used to seal the bottle. As they dry, they 
shrink tightly around the closure and the bottle neck. 

Many distillers prefer tamper-proof closures, such as 
are obtainable through the use of a cellulose seal over 
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metal or molded screw caps. The advantage of using such a com- 
bination rests on the fact that a more secure seal and reseal is 
provided than with the average so-called tamper-proof cap which is 
usually of light metal and is easily distorted out of shape. If 
there is a trend in closure preferences, it may be said that this is 
toward a cap of this style—standard, positive of seal and ob- 
tainable from several sources. 

‘During the period of the Prohibition era in the United States,”’ 
states E. R. Kresy, vice president of Consolidated Lithographing 
Corporation, ‘‘foreign distillers and producers of wines have made 
many forward steps in the methods by which their products were 





Right: The Phoenix Capitol cap consists of a 
threaded metal shell and a liner of resilient and 
impervious material. 
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presented to the consumer. There has been, to a large 
extent, a revolution in packing methods for liquors in 
Europe just as there will be in this country following the 
first rush for after-repeal supplies. 

“The almost general regulations here by which bot- 
tled liquors will be merchandised from State-owned and 
privately owned liquor stores means that, for purposes 
of display as well as for packing, the more popular 
brands of whiskies and wines will henceforth be put up 
in cartons artistically labeled bearing reproductions on 
the outside of the package of the label appearing on the 
bottles and carrying with it the guarantee of both 
distiller and wholesaler. The general trend among 
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Right: Permanent finish, integral color and easier opening are 
claimed for the molded plastic cap. The bottles shown are capped 
with Durez moided closures. Photo by courtesy of General Plastics, 
Inc. 






































































distillers and wholesalers today is for an elaborate I 
lithographed label of anywhere from six to eleven colors i 
and in many instances die-cut to prevent imitation by i 
any illegal liquor operators who may endeavor to e 
evade the payment of Federal and State taxes. c 
“In addition to serving this purpose, the new labels, d 
many of which will not be seen until after January, are 0 
designed to increase the attractiveness of the bottle and it 
at the same time prove a factor in the sales of coin- t 
petitive brands on the shelves of the liquor stores. 
“Every industry selling package goods has improved a 
Private designs, trade marks or monograms in full colors can be re- =e ; : ‘ 1 
produced on newly developed molded caps. Photo by courtesy of its package during the fifteen years of repeal. In the 
Armstrong Cork & Insulation Company absence of legal liquor business in this country it is only b 
P 
T 
e 
p 
v 
v 
Decorative spherical metal bottle stoppers, chromium plated and de- fe 
bossed, with lettering in red. Known as Chrome Domes—designed d 
by Industrial Design, Inc. O 
n 
b 
rye + Score# GIN ! 
ROME DOMES : 
de - 7 
é 
: le 
Below are shown several of the standard glass finishes available for ti 
liquor bottle tops. Photographs by courtesy of Owens-Illinois Glass rey 
Company. 
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aborate natural that with the first rush the distributor is, in 
1 colors most instances, forced to resume business under the 
tion by packaging methods in vogue twenty years ago. How- 
vor to ~~ ever, pending final Federal and State regulations 
covering label requirements, the leading American 
labeis, F distillers are devoting much effort to the improvement 
ry, are § of the label. In order to do this, and at the same time 
tle and ‘ in developing the trade marks of widely known brands, 
f com- [the new labels will have the underlying thought of the 
2s. > older labels but with a modern treatment, making it a 
proved | almost impossible of imitation. wow 
In the b “Distillers also have evinced a keen interest in a rew rl! yah Wah 
isonly [} brand of non-counterfeitable paper which will be TED 9S AO 
' supplied only to lincensed distillers and rectifiers when Pa | ? oy 
' rectification is permitted by the Federal Government. \ 
4 “Immediately upon the assurance that the Eight- 
ik eenth Amendment would be repealed, Jacob A. Voice, 
3 president of our company, held a series of conferences 
Fr with Federal and State authorities on the subject of 
e whiskey labels. ‘One of the outcomes of these con- 
E ferences,’ said Mr. Voice, ‘has been a decision whereby 
b distillers and rectifiers will adopt an entirely new style 


of liquor label which will immediately identify legiti- 
‘ mate spiritous and vinous liquors on which tax has 
y been paid and guaranteed under the Pure Food and 
Drug Act which will be amended to cover liquor labeling 
at the next session of Congress.’ ’’ 

It is to be noted that in addition to the lithographed 
labels, special embossed, foil and other metal stock 
labels are making an appearance, thus following the 
trend of popularity which the latter types have met in 
other industries. 

Thus far the most popular outer wrapper seems to be 
the folding carton, due to its simplicity, effectiveness, 
low cost and ease of packing. Some of the folding 
boxes now in use reflect the old-fashioned atmosphere, 
so greatly desired by many distillers, while others like 
Continental Distilling Corporation’s “‘Dixie Belle’ have 
been redesigned and given strong attention value. In 





+ 
. 





At right: A few of the new labels in metal foil and in lithograph and 

raised printing as furnished by Cameo Die Cutting & Engraving 

Company, Foxon Company, Consolidated Lithographing Corpora- 
tion and Hanograf Corporation. 
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style they are usually the so-called “‘reverse tuck’’ 
cartons, often with a cut-out window exhibiting the 
label on the bottle. These folding boxes are especially 
popular for the 1-pt. flask style bottle, and in addition 
to dressing up the bottle they make counterfeiting more 
difficult and also help protect against breakage while 
shipments are in transit. 

Among the special cartons developed for the liquor 
industry may be mentioned an individual whiskey box, 
made of strong, durable, light weight corrugated board, 
which holds the bottle or flask securely and is self- 
locking. While delivery is made to the distiller 
knocked down, the boxes fold up instantly and no 
staples, tape or glue are required. One of the impor- 
tant features of this one bottle box is its low cost. Since 
each individual carton is made of corrugated board, 
there is no need for partitioning or padding in the 
shipping box proper. Light in weight and positively 
self-locking, this individual carton, made for pints or 
quarts, makes an ideal ‘carry home” box. Twenty-four 
individual cartons are packed to the case. The entire 
shipping package has received the official approval of 
the Bureau of Industrial Alcohol in Washington. 
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An interesting tamper-proof ‘‘sealed-for-safety’’ car- 
ton is being used by Frankfort Distilleries, Inc., for its 
well remembered brands—Antique, Four Roses, Paul 
Jones and Broad Ripple—and the company’s other 
fine ryes and bourbons. This type of carton, which is 
patented and controlled by the company, is made up in 
various colors of heavy foil-covered paperboard with 
tin tops and bottoms, and so constructed that it is 
impossible to remove the bottle without destroying the 
carton. The manufacture of these cartons is primarily 
done by the company at one of its Louisville ware- 
houses. The following is a brief description of the 
various operations of forming and sealing the cartons. 

The flat printed board sheets are fed to a scoring 
machine where they are lightly scored for the rounded 
corners and the smooth unbroken molding to shape. 
They are then stacked evenly within retaining stand- 
ards at one end of the special folding machine into which 
they are fed automatically. With these sheets, narrow 
lacquered tin strips for closing the carton are fed in by 
one girl. In succession the sheets are folded to carton 
shape and are closed securely, each by its tin strip, 
which is ‘“‘H’’ shaped and which, when flattened by a 
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stroke of the machine, binds the carton its entire 
length inside and out. The cartons, open at each end, 
pour out from the other end of the machine into crates. 

The next step takes the carton to the special machine 
for putting on the lacquered tin bottom. Both the 
bottom and the top have the wording in raised letters: 
“Sealed Container For Whiskey—Patent Number 
306710—Frankfort Distilleries, Inc., Louisville, Ky.”’ 
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Girls pass the open-end cartons to the machine 
operator as speed requires. The machine swiftly 
revolves the carton, firmly attaching the tin bottom and 
making a deep bead that clamps the board all around 
inside and out. The cartons, now complete except for 
the sealing top, go to a carrier belt. As the bottles, 
filled with liquor, inspected, labeled and stoppered, 
file by on the belt, one girl puts them in the carton and 
another places on the lacquered tin tops. Other girls 
then secure the top to the board by capping machines, 
performing the same operation as the machine that 
puts the bottoms on. Thus absolute protection is now 
provided. The advantages of distribution in this origi- 
nal package are obvious. 

Already in extensive use abroad and now attracting 
attention in the American market is the molded pulp 
container or bottle, the several merits of which would 
seem to justify its serious consideration by distillers. 
This container is molded of one piece; it can be made 
in any color and almost any amount of lettering, 
decoration or trade marks can be embossed on its sur- 
face. Among other advantages claimed are the 
following: The package cannot be duplicated; the 
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No mistaking the date of the label above. In con- 
trast, shown at the right is a selection of recent label 
designs furnished by Consolidated Lithographing 
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The Schenley Distilleries line includes many fa- 

mous old-time brands. Shown on the opposite 

page are some of the labels which grace the present 

packages of that company, many of completely 
new design. 
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Molded pulp containers are extensively used by distillers abroad as outer 
coverings for liquor bottles. Photo by courtesy of F. N. Burt Company, Ltd. 
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Hiram Walker & Sons brands—Gayoso Dry Gin and Meadow Brook Whiskey 
make their appearance in newly designed cartons. Photograph by courtesy 
of Container Corporation of America. 
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Directly below are shown the new cartons for Melvale and James E. Pepper 
brands, both distributed by Schenley Products. Photograph courtesy of Con- 
tainer Corporation of America. 


x * 


Lower left, opposite page: Self-locking folding box of light-weight corrugated 
board. Photo by courtesy of Hinde & Dauch Paper Company. 
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Lower right, opposite page: Modern design of carton completes the assembly 

of the new Dixie Belle Gin packages. Note the secondary seal pilfer-proof 

closures on the bottles. Photo by courtesy of Armstrong Cork & Insulation 
Company. 
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walls, being molded of pulp at least '/; in. thick, allow 
the use of shipping cases of cheaper construction than 
the ones now used; it will prevent light entering and 
having a deteriorating effect on such products as wines 
and champagnes on the retail shelves; it makes a 
desirable case for the bottle from the retail store to the 
home; it prevents all breakage, being a new idea in the 
packaging of whiskey and wines; it naturally presents 
a unique and novel appearance. 

‘Considering the outer container for shipping bottled 
liquor,’ writes J. D. Malcolmson, ‘‘the situation 
regarding final specifications is at present highly con- 
fused. Contrary to general belief, the specifications for 
box construction are written and enforced by the 
Treasury Department (Bureau of Industrial Alcohol), 
and take precedence over all other regulations, such as 
the express and freight classifications. This was 
necessary during Prohibition in order to keep accurate 
control of the packaging, warehousing and shipping of 
bonded spirits. Many distillers and railroad authori- 
ties believed the Treasury Department would upon 
Repeal divorce itself from these case specifications and 
let them fall under existing carrier rules, but at last 
reports the Treasury Department has no such inten- 
tion. They are perfectly willing, however, to ease up 
on the more stringent clauses. 

“During Prohibition these specifications necessarily 
had to be quite severe as many Americans were only 
too willing to commit a crime, if necessary, to get 
possession of some old bottled-in-bond whiskey, and 
one case represented considerable value. Even before 
Prohibition wooden boxes only were permitted, and 
these had to be built strongly and then sealed with a 
complicated arrangement of twisted wires. These 
wooden box specifications are still in effect, and may be 
found under Section 14 of Treasury Department 








Regulations No. 6—‘Bottling of Distilled Spirits in 
Bond’—except that 200 Test corrugated partitions may 
now be used inside the box or, instead, the bottles may 
be packed in individual cardboard cartons. 

“In April, 1932, the Bureau issued a new specification, 
‘T.D.8,’ permitting the use of 350 Test 0.100 in. solid 
fibre boxes, fitted with 200 Test corrugated partitions, 
liner and top and bottom pads—these pads to be glued 
to the inner flaps of the box. The two outside wires 
were still required. The Treasury Department now 
realizes that a case of whiskey is not going to be any 
more valuable than a case of, say, cigarettes, and has 
accordingly shown a willingness to bring these specifica- 
tions more into line with those on other commodities. 
It was demonstrated, for instance, that gluing the pads 
to the flaps precluded the use of automatic sealing ma- 
chines, thus imposing an unnecessary hardship and ex- 
pense on volume production. The demonstration 
proved, moreover, that properly sealed flaps could not 
be opened without destroying the box, regardless of 
whether or not they were glued to the pads. As a 
result, the writer has just been advised that this pad 
gluing requirement has been discontinued on boxes 
which are machine sealed. 

‘“‘The Treasury officials have also ruled that corru- 
gated outer boxes may be used on a parity with solid 
fibre, and in addition the requirements for outside 
wiring have been discontinued. Partitions, liner and 
pads of 200 Test corrugated must still be used, however. 

“This increasing leniency is no doubt due in part to 
the excellent freight record of corrugated and fibre 
cases in the transportation of other liquids in glass, as 
well as to the greatly increased strength of today’s 
glass bottle. In this connection readers of MODERN 
PACKAGING are doubtless familiar with the sweeping 
victory just won by the glass container industry in its 
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long fight to secure 
equal freight ratings 
with metal containers 
(.C.C.-I & S 3569, 
effective September 
26, 1933). In spite of 
these facts the present 
situation as regards 
fibreboard case specifi- 
cations is considerably 
confused because in- 
dividual shippers and 
have been 
temporary 


distillers 
granted 
permission to try out 
their styles of box and 
interior packing to see 
how they stand up. 
As a result, the Trea- 
sury Department will 


ackages for liquor k ; 
draw up packages for liquor packages 


eventually board and provided with partitions. 
final and _ definite 
specifications. It is 
greatly to be hoped that these will not be delayed 
much longer. In the meantime, box-makers are urged 
to resist the temptation to gain a price advantage by 
proposing containers of insufficient strength. Such a 
policy can only do damage to the entire packaging in- 
dustry. 

“A point which should not be lost sight of is that the 
Treasury Department still requires one side of the case 
to be printed with certain Government copy. This is 
known as the ‘Government side’ of the case, and must 
show the following information: 


Liners and partitions; bursting strength 200 pounds 
per square inch; combined thickness */16 of an inch. 
There shall be indented with permanent black ink in 
letters and figures not less than °/j in. in height on 
the Government side of each case, the real name of the 
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Corrugated shipping cases are keeping up with the procession of improved 
Here is one, specially constructed of colored 
Photo by courtesy of Hinde & Dauch 


Paper Company. 


actual bona fide dis- 
tiller of the spirits, 
the number and dis- 
trict of the distillery 
at which the spirits 
were produced, the 
quantity and proof of 
the spirits, and the 
seasons and years of 
production and_bot- 
tling. Where spirits 
are bottled at a ware- 
house other than that 
at which they were 
produced, the kind, 
number, district, and 
permit number of the 
warehouse at which 
the spirits are bottled 
shall also be indented 
on the Government 
side of the case, but 
the name of the dis- 
tiller, the number and district of the distillery at 
which the spirits were produced, and the seasons 
and years of production and bottling may be sten- 
ciled with permanent black ink. The serial number 
of the case and the date of bottling (inspection) shall 
also be marked on each case. 

This is in addition to the regular box-makers’ cer- 


tificate. 


“These printing requirements are liable to be changed 
at any time and should therefore be checked before 


making plates. 

“Tt will thus be seen that a ‘progress report’ is all 
that can be prepared on this subject for the time being. 
There still remain many unanswered questions. For 
instance, how should small liquor samples be shipped 


or mailed? What is the dividing line between liquor 
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and wine as regards 
these specifications? 
(Wine, regardless of 
alcoholic content, does 
not come under the 
Treasury Department 
specifications.) Where 


do the various cor- y 
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fall, in relation to this 
dividing line?” ee 9 

During the last fif- @ : 
teen years, progress 
in the manufacture of 
filtering, cleaning, fill- 
ing, capping, labeling 
and other packaging 
machinery, as utilized 
in the various active 


industries, has been A corner in one of the display rooms at Robert Gair Company showing present- 


such that its applica- day shipping cases, cartons and bottles. 
tion in the liquor field 
follows as a natural 
sequence. Under present conditions, the demands of 
distillers for equipment are such that they are taking 
what the market offers, although there have been a 
few instances where special equipment has been de- 
veloped. Practically all of the manufacturers report 
extensive activity and many are now proceeding to 
develop along specialized lines. 

Among the new developments is that of vacuum 
cleaning as applied to bottles. After they have been 
thoroughly cleaned by the manufacturer, the bottles 
are so carefully packed in shipping containers that 
when the distiller receives them the only dirt to be re- 
moved is the lint and minor dust coliected in transit, 
siftings from the container itself. In the old days, 
when bottles were shipped in bulk, cleaners had to con- 
tend with pieces of coal, soot and, oftentimes, heavier 





of trade mark or brand name is obvious. 





The four views reproduced at the left show various steps in the forming and sealing 
of the tamper-proof carton used by Frankfort Distilleries, Inc. A special machine 
folds the foil-backed blanks and fastens side edges with metal strip. The next 
scene shows the unit for cutting the ‘‘inspection’’ flap of the carton. Then lac- 
quered tin bottoms are seamed on and (not shown) the completed bottle is placed in 
the carton which is similarly top sealed. The last view shows the final inspection. 
The bottle cannot be removed without destroying the carton. 





foreign matter which 
found its way into the 
bottles. By means of 
a special machine, a 
swift jet of air is 
blown into the bottle 
to loosen all foreign 
matter which is then 
drawn out by vacuum 
and carried away to 
a nearby tank—a 
method which is su- 
perior to the usual 
steam or hot water 
application as it leaves 
no moisture on the in- 
side of the bottle. 
The trend seems to be 
toward distillers re- 
ceiving the empty 
The trend toward more visible display bottles packed in ship- 
ping cases rather than 
in bulk, because this 
eliminates loss from breakage and the time required in 
unloading bottles in bulk from cars, and, in addition, 
the cases are already made up and nested with the bot- 
toms sealed. Under such conditions, automatic seal- 
ing machines for the tops of the cases completes the 
line from the filling of the bottles to the sealing of the 
shipping containers. 

In the preparation of this article, acknowledgments 
are due the following for the valuable information fur- 
nished: J. D. Malcolmson, Robert Gair Company, Inc.; 
E. R. Kresy, Consolidated Lithographing Corporation; 
T. K. Almroth, Owens-Illinois Glass Company; J. H. 
Gilluley, Anchor Cap & Closure Corporation; H. J. 
Higdon, Phoenix Metal Cap Company; E. V. Carl- 
quist, Armstrong Cork & Insulation Company; R. E. 
Delaplane, Closure Service Company; F. T. Helmer. 
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Trade mark and plant view are featured on display 
sides of Walker’s shipping case. Photo courtesy 
of Container Corporation of America. 


Sylvania Industrial Corporation; H. S. Spencer, Gen- 
eral Plastics, Inc.; F. L. Robinson, Dennison Manu- 
facturing Company; P. I. White, The Foxon Company ; 
C. W. Browne, United States Printing & Lithograph 
Company; W. F. Deveneau, Richardson-Taylor- 
Globe Corporation; George H. Daugherty, Frankfort 
Distilleries, Inc.; R. P. Wilson, F. N. Burt Company; 
H. H. Squire, The Hinde & Dauch Paper Company; 
A. R. MacDonald, The Buchen Company for Con- 


Modern straight-line automatic labeling equipment is geared to high 
speed production. Photo by courtesy of Economic Machinery Co. 
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Carton label design is duplicated on shipping con- 
tainer for Walker’s ‘‘Meadow Brook.’’ Photo 
courtesy of Container Corporation of America. 


tainer Corporation of America; E. E. Finch, The Karl 
Kiefer Machine Company; W. K. Embleton, Pneu- 
matic Scale Corporation; J. L. Whitehurst, Burt Ma- 
chine Company, and those companies who supplied the 
packages and photographs reproduced in the accom- 
panying illustrations. The line sketches have been 
supplied through the courtesy of Schenley Distillers 
Corporation and have been reproduced by the special 
permission of that company. 


Vacuum cleaning, filling and capping unit adaptable to liquor pack- 
aging. Photo by courtesy of Pneumatic Scale Corporation, Ltd. 














, | THE WEST HOLDS 
~ BA PACKAGE EXHIBIT 


? XBMPLIFVING Western progress in com- 
mercial packages and design was the First 
Annual Exhibition of Industrial Design 

. and Packaging held at Los Angeles Nov. 6 
Z to 18. Although originally billed for a 6-day program, 
the effort of this first display of its kind on the Pacific 
Coast was so encouraging the exhibit was held open 
; a full extra week. 

s) The exhibition was held under the sponsorship of the 
Los Angeles Junior Chamber of Commerce in the ex- 
position rooms of the parent body, the Los Angeles 
Chamber of Commerce. Partaking somewhat of the 
nature of a convention, talks by prominent men in the 
4 craft and industry were given each evening during the 
first week. Motion pictures and lectures were featured 
by individual institutions in the auditorium adjoining 
the main hall. Approximately 45 exhibitors took 
space. Their displays, covering all phases from design 
to shipping crates, were reviewed by thousands. Floyd 
Rible, chairman of the Civic Planning Committee of 
the Junior chamber, was in charge of the exhibition, 
which is to be made an annual affair. Carl Sagar, of 
Sagar Studios, Los Angles, was exhibit director. 





Metal screw caps are replacing corks for many 
of the California bottled wines—a 1934 trend. 





AWARD WINNING PACKAGES AT EXHIBITION OF INDUSTRIAL DESIGN AND PACKAGING, LOS ANGELES 





by, Mel Whacton 


¢ 


Diplomas were awarded those firms displaying the 
most interesting, modern and progressive exhibits. 
One of the features was an exhibit of 1934-type wine 
bottles to be used by California wineries for their 
bottled products. The tendency in this field is toward 
the use of metallic screw caps in place of corks, meaning 
that the old-fashioned ‘pop’ that formerly ac- 
companied the opening of a vintage, will be quite 
largely missing under the new (Continued on page 71) 
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This (8X36 PATEX DISH TOWEL 
with 2 Boxes of SILVER DUST 











RECENT PACKAGES WHICH ARE 
RAISING PRODUCT SALES CURVES 


A realistic ‘towel rack’ effect is obtained in a novel counter 
display which features a free offer with every two packages of 
Silver Dust. A slot in the display does the trick. Lithographed 
by Offset Gravure Corporation. 


An inside filler protects the contents of a new carton for Dolly 
Madison Cookies, Los Angeles. Fitted together and inserted in 
the box it acts asa cushion. Designed by Noel A. Potter of Stand- 
ard Paper Box Company. 


New package and new display displace the paper wrapper pre- 
viously used for Lister's Dog Soap (Johnson & Johnson). A 
celluloid soap dish is offered with each display to encourage four- 
cake sales. Display and cartons are produced by Robert Gair 
Company, Inc. 


Silver paper, printing in black, and with trim edges of five 
other papers cover the boxes used by the Velvet Mitten Company, 
Los Angeles. Cranebrooks, Incorporated, designed the boxes; 
W. C. Ritchie & Company made them. 


The pattern in the new bread wrapper for the Schulze Baking 
Company is so designed that no matter what the size of the loaf, 
the name and character of the bread is shown at the visible spot 
either on the side or top. Design created by Sydney Bagshaw of 
the Arthur S. Allen organization. 
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Tidewater Oil Company effectively dramatizes its sales story 
for Veedol in a cut-out lithographed display which illustrates 
a stream of oil pouring into a metal can. Created and produced 
by Einson-Freeman Company, Inc. 
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of 
ed A varnished label in white, black and red, used by the Halferty 


Corporation, Seattle, Wash., for Halferty’s Little Neck Clams 
commands immediate attention. 


® 
ly THE Olt 
in : For its first product, Malt-o-Egg, the Titman Food Products oF CHAMPION 
1- Corporation uses a lithographed can in green, brown and yellow, 


utilizing colors to convey an impression of a country scene. De- 
sign produced by Thomas M. Bowers Advertising Agency, cans 
made by American Can Company. 


For du Pont’s Paint and Varnish Remover, Arthur S. Allen de- 
r veloped a new label in a series of steppings of yellow-reds—a de- 
j cided improvement over the old yellow label with black lettering. 
The du Pont trade mark stands out in red ona high value yellow- 
3 red background. 


An original bottle of blue glass has been designed for Beyan, In- 
corporated, manufacturer and distributor of Shampoodle Beauty 
a Hair Wash, to express the trade name of the product. Bottle de- 
signed by Ed Wheelan and made by Maryland Glass Corporation. 
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PACKAGE 
IDENTIFICATION AND 


HAT’S all the shooting about, in this day- 
to-day mélée over the Tugwell bill? Small 
shame to the packager who asks, in be- 
wilderment, because this latest of contro- 
versial issues has cracked down so suddenly on packag- 
ing executives. Without the usual rumblings that 
herald the approach of a new 
hobby, marketers have been 


PROTECTIGON 
by “A Jal 


packaging industry. If carried out as plotted, this 
enlarged system of regulation would set in operation 
no less than half a dozen new and distinct influences 
bearing upon packaging policies and practices. But, 
oddly enough, these attempted innovations, in their 
deeper meanings, have been little emphasized to the 
packaging community.  In- 

a stead, we have the current 





brought face to face with a full- 
fledged consolidated Federal 
program for the supervision of 
foods, drugs and cosmetics in 
package form. Overnight, 
the Brain Trust’s latest ad- 
venture in the New Deal has 
raised its burning questions. 
And trade associations are ‘“‘re- 
solving.’ And regimented in- 
dustry is alert lest bits of the 
Tugwell bill, in disguise, slip 
into the NRA codes of compe- 
tition. 

Let’s all, forthwith, solace EEE 





With all the smoke resulting from the 
announcement of the proposed Tug- | 
well bill, it was to be expected that | 
there would be a backfire. That | 
such is the case is evident in the 
strenuous opposition that has been 
voiced from many quarters. The 
accompanying article completely sum- 
marizes, for the first time, an analysis 

of the bill in terms of its application 

to packaging and interprets the atti- 
tude held by the industry. 
seems certain that even a hearing of 
the bill must overcome many handi- 
caps before its acceptance.—Editor. 


clamor over the Tugwell bill 
centering upon a feature that 
concerns most packagers but 
indirectly—i.e., the attempt 
at advertising censorship or 
advertising control. 

From the nature of things, 
most packagers are advertisers 
in one sense or another. 
Thus, they may sympathize 
with the die-hards who are 
fighting the very idea of 
Federal dictatorship of ad- 
vertising copy. But as_ be- 
tween packaging itself and 


It now 








ourselves with self-assurance 

that, whatever the ultimate 

problem, there isn’t the immediate hazard that was 
represented by the first alarms. Rumor in Washing- 
ton has it that the would-be reformers at the Depart- 
ment of Agriculture at one time fancied that they could 
slip the Tugwell bill through Congress during the first 
week of the 1934 session. If the revolutionists ever 
had any such expectation, they know better now. 
The flaming opposition has made it certain that big 
and little business must be allowed its say in public 
hearings before the Tugwell draft can be reported out 
of committee to either the Senate or House of Repre- 
sentatives. Embattled marketers of foods, drugs and 
toilet goods are laying bets that the bill never will be 
reported out or recommended in its present form. 
And whatever bill, if any, is placed on the Congres- 
sional calendar has yet other hurdles to surmount 
before it can reach the statute books. 

Even so, the ultimate fate of the Tugwell bill is, for 
packers and package suppliers, of less immediate con- 
cern than a clear understanding of why and how this 
fresh foray in Governmental paternalism contacts the 
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the advertising strictures of 
the Tugwell bill there would 
presumably be no clash save in the instances in which 
packagers employed disassociated advertising to pic- 
ture, describe or exploit their packages and, in some 
way, laid themselves open to a charge of misrepresenta- 
tion or deceptive exaggeration in package reproduction. 
Even if the advertising annex of the Tugwell bill has 
no present terrors for the packager, who never lets his 
advertising statements outrun his package statements, 
yet must this bogey be examined as the chief terror of 
the Tugwell bill. By the by, the basic idea is not the 
novelty some onlookers have supposed. For years on 
end, officials of the “enforcement arm’’—the U. S. 
Food and Drug Administration—have secretly longed 
for a club with which to discipline collateral advertising. 
It has irked these executives beyond words that all 
their vigilance in curbing dubious representations on 
packages or wrappers of foods and drugs could be set 
at naught by the marketer’s freedom to say what he 
pleased in his advertising apart from the package. 
Only, for all the itch to compel advertising to keep 
in step with package text, the (Continued on page 74) 
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YOU CAN SEE THROUGH IT 


HERE was a time when a printed label on a tin can 
“ was sufficient to designate the contents of the con- 
tainer. Then came the embossed labei in colors, which 
added distinction to the package, and finally the litho- 
graphed can with the colors and wording baked on the 
metal. But the public wanted more than a label to tell 
them what was in the can—housewives wanted to see the 
contents, and the use of glass containers was a logical and 
practical solution. Tin and glass containers each have 
their own characteristics and advantages. In their respec- 
tive fields they have served the public and will continue 
to do so. 

The tin container is sturdy, light in weight but opaque, 
while glass is fragile, heavy but transparent. Classifying 
between the two, and incorporating the characteristics of 
both is the transparent cellulose container which is the 
result of extensive experimentation and study in convert- 
ing cellulose into a transparent, flexible material. In this 
development of cellulose acetate, as it is called to distin- 
guish it from other cellulose materials, it was necessary— 
in order to make the material suitable for the packaging 
of foods and other products—to overcome several diffi- 
culties. It must be tough and not become brittle with age, 
it must not impart the slightest odor or taste to the 
contained product, it must be waterproof, airproof and 
acidproof, and finally its physical properties must be 


thoroughly controlled so that it can be fabricated into a 
container ready for the packer. 

The cellulose acetate is made in sheets and rolls of 
various thickness, it is water white in color, a non-con- 
ductor of electricity, is not affected by ordinary acids or 
alkalis and has no odor or taste. Unaffected by climatic 
changes, it does not wrinkle or soften in damp weather 
nor does it shrink in dry weather. 

At present only one type of container has been devel- 
oped, this having a body or sides of cellulose acetate 
with a metal top and bottom. The closure for the con- 
tainer may be double seamed to make a hermetically 
sealed package or may be supplied with a friction plug 
or slip cover. This type of container is ideal for nuts, 
hard candy, cigarettes and similar products. 

A sifter top may be put on the container and then it 
may be used for talcum powder, spices or other powdered 
products. The advantage of such a container is obvious, 
for the user can see just how much remains in the can. 
Then, too, the flexibility of the cellulose acetate permits 
the contents of the can to be forced out by a slight 
squeezing rather than a shaking. 

So much for the structural features of this new type 
of container. These are all of decided advantage to the 
manufacturer who is seeking an adequate package which 
will protect his merchandise. But of equal and, in many 
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cases, of more importance is the necessity of incorporat- 
ing in that package the appeal to buy, so that when placed 
on display the product receives its full share of attention. 

There is no need to argue the merits of visible display. 
The buying public has whole-heartedly accepted the idea 
of “see what you buy”, and the use of transparent con- 
tainers for such products as can be properly and economi- 
cally packed in them has resulted in increased sales of 
these products. So that the transparency possible through 
the use of the cellulose acetate container registers as a 
decidedly favorable point. 

We accept color as a recognized asset in selling—it is 
necessary if we are seeking to attract attention. And here 
again the cellulose acetate, through its ability to carry 
lithographed designs and decoration, functions as a dis- 
tinct merchandising vehicle. In addition, the material can 
be supplied in many colors, and the use of these, while 
cutting down somewhat on the complete transparency 
available in the white cellulose, offer advantage when 
used as packages for certain products. 

Another outstanding advantage of this type of con- 
tainer is its adaptability to reuse. Its attractive appear- 
ance, its firm structure and convenience are the assurance 
that it will be kept and used long after it has served its 
purpose as a container for a manufacturer’s product. In 
this way the package serves as a constant reminder of the 
original contents. 

Shown in color are illustrations of some of the trans- 
parent cellulose packages produced from a special for- 
mula prepared by the Eastman Kodak Company, by the 
George V. Clark Company, Long Island City, N. Y. 
These’ contain actual products and are already on the 
market, doing a selling job for the product manufac- 
turers. In the other illustration accompanying this article 
are included similar packages suggested for use with 
various products. It would seem that the “selling points” 
of these are obvious. That they measure up to these 
expectations in actual performance is attested to by those 
who have used them. 











Fig. 1. Conveyor belts deliver formed cartons to overhead conveyors that service filling units. 


CONVEYORS AID EFFICIENT PACKAGE PRODUCTION 


by pas ee, dt “TE dial yi Mh eC 


HE American Tobacco Company, Richmond, Va., 
“ has made extensive use of conveyors to facilitate 
the packaging of cigarettes. Fig. 1 shows a wide belt 
Lamson conveyor receiving empty cartons from the 
carton forming machine which delivers them to a 
narrow belt that travels at right angles to the wide 
belt. The narrow belt takes the cartons to a system 
of overhead conveyors which re-circulates them past 


Re-circulating conveyor system at Richmond plant of 
American Tobacco Company. 


the operators who fill the cartons. The speeds of 
the belts are so arranged that the cartons deliver from 
one to the other in orderly fashion without congestion 
or breaks in the line. 

In Fig. 2 is showti’ the re-circulating system of con- 
veyors. There are several lanes of conveyors in this 
system, the empty cartons being handled on one set 
and the filled cartons being (Continued on page 72) 


Fig. 3. Suspended tray elevator and conveyor at Chicago plant of 
Thinshell Candies, Inc. 
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ERE are several of the packages and displays 
- which A. Stein & Company is using for this 
season’s offering in garters, suspenders, belts and 
novelties. Each affords an advantageous showing of 
its contained product—several incorporate reuse fea- 
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tures. The materials used in each assembly cover an 
interesting range—a variety of plain and glazed cover 
papers, foils, transparent cellulose and wood. With 
the exception of the wooden boxes, all of the packages 
were designed and made in the company’s own plant. 

















DISPLAYING 


FOR MEN‘S-WEAR SALES 








<Y) 
“VY HAT’S in a slogan? Some- 
times it means nothing and 
is used simply as a catch phrase to 
attract attention, while at other 
times, more frequently than not, it 
is applied as an indication of 
quality, serviceability, convenience 
or easy recognition of the mer- 
chandise to which it may be applied. In Advertisia the 
slogan idea is well patronized, and in no few instances 
its use has superseded brand and company designation 
of goods. Enumerate many of the best known and you 
will find that this is so. 

To the man who knows his garters, the slogan ‘‘No 
metal can touch you”’ is no stranger. He certainly 
knows that the phrase applies to Paris garters; he prob- 
ably knows that the brand name is that used for mer- 
chandise produced by A. Stein & Company. In any 
event the slogan has been accepted as an indication of 
quality—for purposes of paraphrasing, let us say ‘‘un- 
touchable”’ quality. And such an assumption, carried 
further, may also indicate a similar goal as sought by 
that company in the planning of its packages. 

It is not an accident when an enterprise like A. Stein 
& Co., which has attained leadership in its field, main- 
tains the distinction not only of possessing the ability to 
create quality merchandise, but also of having earned 
for itself an enviable reputation as creator of excep- 
tionally fine and sales producing packages. 

For years, throughout the men’s wear industry, the 
attractive packaging of Paris garters, suspenders, belts 
and novelties has been regarded as the standard. Care- 
ful consideration of all the intricate details relating to 
the development, designing and construction of pack- 
ages has been one of the prime factors in A. Stein & 
Company’s merchandising program for many years. 
















As is well known throughout 
the packaging industry, Stein has 
maintained its own box fabricating 
department, under the direction of 
Adam Korfist. Mr. Korfist has 
manifested a keen alertness to the 
changing trend, not only in mer- 
chandising developments, but also 
in the field of packaging. Accordingly, he has enlisted 
the support of a corps of expert artists and designers 
who assist him in maintaining the high quality stand- 
ards set by his firm in the matter of packaging and also 
enable him to keep a step ahead of the procession in the 
matter of adapting his merchandise to the newer trends 
in package design. Mr. Korfist has frequently made 
the modest statement that the success of Stein’s pack- 
aging was due in no small measure to the various art and 
decorative sources with which he keeps in constant 
contact. 

Not only does the Stein company develop a new line 
of package presentation each year for the holiday 
season, but a progressive policy maintains its packages 
used for year round sales on a high plane. Both in the 
holiday presentations and in the regular packages, a 
uniform and centralized theme is carried out most suc- 
cessfully. This is direct contrast to the variegated 
presentations made by other less experienced manufac- 
turers, who, by the very nature and conglomeration of 
their offerings, indicate that no one idea has real author- 
ity. The Stein policy of successfully anticipating 
trends in packaging as well as in merchandise is mani- 
fested by the centralized decorative theme that is evi- 
dent not only in the box wrap designs but in the actual 
box construction innovations which are sponsored by 
the company. 

In addition to making its (Continued on page 73) 
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RECENT OFFERINGS IN 
TOILETRY CONTAINERS 
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Folding case of brown English leather 
with liner of lighter brown, for which re- 
fills may be obtained. Recently an- 
nounced by Yardley & Company. 


Different packages but with family re- 
semblance in design, as developed by 
Leonard Arthur Wheeler, are seen in the 
Castilian toiletries. Reynolds Metals 
gold foil is used for wrapping the soap 
bars. 

we 


French provincial, Dresden pottery, 
modern tile and Parisian designs are ex- 
pressed in the Tre-Jur Dusting Powder 
boxes, made by the Cambridge Paper Box 
Company. 

eS 


Johnson & Johnson employs dainty de- 
sign—white background, black lettering 
and pale blue and brown decoration—in 
the carton for its new Lanolin soap. 
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Introduced by Lanchére and sponsored by 
Marshall Field & Company, Americe Facial 
Masque is now available in collapsible tubes. 
Anchor ‘‘Turret’’ caps are used as closures. 


Light weight for crowded purses is among the 
advantages of these molded compacts—in red, 
green and black. Molded of Durez by A. L. Hyde 
and distributed largely through chain stores. 


Double sales appeal is obtained by use of a two- 
compartment jar containing both tissue and 
cleansing cream put out by the Emarco Com- 
pany, Boston. Opal jar by Hazel-Atlas Glass 
Company; closure is an Aridor cap. 


Maternal Health Products, Inc., has intro- 
duced its Hyva deodorant powder in the ‘‘Powd-r 
Puf-r’’ collapsible tube, originated and made by 
the Lusteroid Container Company. 
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FOR PROTECTION OF HOUSEHOLD APPLIANCES 


TOASTER, an electric iron and a service tray, 
all of modern design, are among the recent 
offerings of the Birtman Electric Company of Chicago 
and Rock Island, lll. Here they are shown with their 
corresponding packages and wrappings. As may be 
seen, a ‘‘family’’ resemblance is maintained in the con- 
tainers. The toaster, designed by Henry Dreyfuss, 


wn 
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who is also responsible for the packages, is of chromium 
plated metal with Bakelite molded base and fittings. 
Windows have been incorporated on both sides through 
which the toasting may be observed. The toast is 
ejected and the current cut off automatically. For 
the prevention of mars and scratches, Kimpak is used 
as the wrapping material for all of the products shown. 














Whatever is packed in metal- 
can be DIRESSED UP... 








ETAL packages can be given the 


colors of the rainbow — not gaudy — 
not blatant— but rich, appealing, beauti- 
ful. Heekin colors on metal are superior — 
uniformly true in reproduction no matter 
the colors selected nor how they are blended 
together. Modern packaging demands that 
the package carry its burden of selling. 
It must imply quality — character — and its 
colorful arrangement must appeal to the 


eye and to the mind. If your package need 
modernizing — or if you are planning a 
new item and a new package Heekin 
designers will create one for you or improve 
your present package. Colors may be elim- 
inated or used more vigorously — others 
may be added. Regardless of your pack- 
aging problem, if it is in a metal container, 
we believe we can be of assistance to you. 
THE HEEKIN CAN CO., CINCINNATI, O. 


HEEKUL 


Lithographed 


CANS 


WITH HARMONIZED COLORS 
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PULVERIZED SOAP— 
VIA THE MOLDED DISPENSER 


HEN a statement is made to the effect 

that a saving of between 50 and 60 per 

cent in soap bills has been possible, al- 

most any one will sit up and take notice 
they will naturally want to know “how come?’ By 
using pulverized soap, replies the Standard Soap 
Pulverizer Inc. of New York—and, in all probability, 
further details will be desired. 

It may be said that there is nothing new about 
pulverized soap or about pulverized soap dispensers. 
But there you must be 
corrected, because the 
above-mentioned 
company has just de- 
signed a soap dis- 
penser, the complete 
exterior of which is 
molded of plastic ma- 
terials. Formerly a 
device stamped out of 
metal sufficed, but the 
many advantages of 
the molded materials 
have won a preference 
for this particular us- 
age. 

The device pulver- 
izes a solid cake of 
special soap by means 
of a spring pressure 


which feeds the soap The old dispenser 
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to the cutting apparatus. No waste there, for the old 
cake is consumed by the cutter before the new is en- 
gaged. A few turns of the handle and sufficient pow- 
der is produced for a thorough hand-washing. 

As may be seen from the illustrations—both old 
and new are shown—the present dispenser has a 
molded case with only the moving parts of metal. In 
the tile-white design, the material is Plaskon; in the 
black, Bakelite. The molding of both is being done 
by the Niagara Insul-Bake Specialty Company, Inc. 

Now figure it out. 
No more _ clogged 
bowls, corroded pipes 
and tanks and leaky 
valves from the soap. 
No wasted labor by 
washroom _atten- 
dants—no polishing. 
No rusting and _ tar- 
nishing of the dis- 
penser—no _ cigarette 
burns. To say noth- 
ing of the psychologi- 
cal effect of the new 
dispenser on the users 
who ordinarily prefer 
clean and sanitary ap- 
pearance. Almost 
totals that predicted 


The new—showing interior saving, doesn’t it? 








“so I’M TO PLAY THAT GAME, AM 1? 


Poor Mr. Wampum! Blood pressure way up again! That 
bunch of salesmen of his have got him breathing hard and 
seeing red. It’s the same old story all over...they claim 
competition is so tough that they cannot do a thing unless 
he brings his prices down to meet everybody else’s. One 
misguided young man had the temerity to suggest that 
Mr. Wampum could easily get away with cheaper ingredi- 
ents and a cheaper container. Which is what touched off 
the explosion. 

“Never,” shouts he, “while I am running this business 
will the quality of our products be reduced one jot or 
tittle” (whatever that is). 

“Nor,” he continued, “will I ever consent to a cheaper 


container or a cheaper closure, etc., etc., etc.” 


NOW, LISTEN TO ME, YOU 


As to the closure especially, Anchor quite agrees with Mr. 
Wampum. He would be most foolish to impair the ap- 
pearance of his package or to jeopardize good will by 
using a less efficient closure that might not give FULL 


protection at all times...no matter what its cost. Such a 


procedure would be more than shortsighted; it would ac- 


tually cut the ground away from under his salesmen’s feet. 
That’s why Anchor, in every recommendation on par- 
ticular products, always specifies a type of closure with an 


extra margin of safety on the side of protection. 
* * * 


ANCHOR CAP AND CLOSURE CORPORATION 
Long Island City, N. Y. 
BRANCHES IN ALE PRINCIPAL CITIES 


Toronto, Canada 





S ome packagers, while 


realizing that Anchor Molded 
Caps will improve their packages, 
still feel that their cost is prohibi- 
tive. Yet actually, there is hardly 
a size or shape of vial, bottle or jar 
to which they will not give added 
sales value that will more than 
offset the slight difference in ini- 
tial cost. 

There is hardly a package whose 
appearance they will not enhance. 
There is hardly a product in the 
drug, cosmetic or proprietary lines 
for which they are not suitable. 
And for that matter, the same is 
true of chemicals, barber supplies, 
polishes, disinfectants and scores 
of other specialties. 


More impor- 

tant than appear- 

ance, even, is the 

unusual sealing efficiency 

of these uniquely designed 
caps. Are you acquainted with 
their mechanical features, their 
liner retaining ledge and liner 
recess for example, and what they 
mean in product protection, pro- 
duction efficiency and the preven- 
tion of false seals? Are you famil- 
iar with their specially designed 
thread, their wedge top construc- 


tion, 

and the other fea- 

tures that make them better seals 
Do you know that these caps will 
not be corroded by contact with 
your products? If you are not 
familiar with these caps it wil! pay 
you to investigate. 
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@ We have prepared a book describing 
s will in detail the various types of Anchor 

with Molded Caps, their features of construc- 
> not tion and why they do a better sealing Ty 0 A N Y P A C kK A G E 


I! pay §§ = job. Its information may prove of real 


valuc to you. Send for your copy today. 











© = CAPSCLOSURE 
CORPORATION 
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These shipping and carrying cartons, molded of pulp, have al- 
ready proven their outstanding merits in the protection they 
have afforded the products of numerous manufacturers of 
packaged liquids. For the distiller and the packager of whiskeys, 
wines, and liqueurs, they offer seven major advantages. 


1. The package cannot be duplicated, imitated or counter- 


feited. 


2. The walls, being molded of pulp, at least one-eighth of an 
inch thick, permit the use of shipping cases of approximately 
seventy-five per cent cheaper construction than the ones now 
common. 


3. Completely covering the bottle, these 
containers eliminate the deteriorating effect 
of light on such products as wines and cham- 
pagnes. 


"Tmaior 


Molded Covers 


for whiskeys, wines, and liqueurs 


4. They make an attractive and desirable case for the bottle 
from the retail store to the home. 


5. They prevent all breakage. Whiskey cases packed in these 
covers have been deliberately thrown down a long flight of stairs 
without damage to a single bottle! 


6. They may be had in any color and with almost any amount 
of lettering, pictures or trade marks embossed on the surface. 


7. Their new and unusual appearance provides a distinct plus 
value which aids both the original and the re-sale. 

Samples, specifications and cost figures may 
be obtained by writing the F. N. Burt 
Company, Ltd. 


NAN TENG 3 


Representatives: 

NEW YORK CITY Lg ig mad 
G % oe, H. H. Boscowitz 
17 W. 44th St., New York City 


CHICAGO TERRITORY 
C. A. Hammond, OHIO Ly: omg of 


919 N. Michigan Ave., Room No. W. G. Hazen, P. O. Box 2445 


2203, Chicago, Ill. East Cleveland, Ohio 


CANADIAN DIVISION 
DOMINION PAPER BOX CO., Ltd. 
Toronto, Canada 


Representatives: 
PENNSYLVANIA TERRITORY 
A. B. Hebler, P. O. Box 6308, West 
Market St. Station, Philadelphia, Pe 


SOUTHERN TERRITORY 


NEW ENGLAND TERRITORY F. D. Jackson 


William H. Bradford Co. 


2150 Washington Ave. 
702 Beacon St., Boston, Mass. Apartment 12, M hi 





DECEMBER, 1933 





Cditorially speakin x * 


STOCK TAKING 


BOVE all other times of the 

year, this season, with its 

offering of new packages and 

wrappings, stands out as the most 

colorful. In anticipation of the 

Christmas holidays, a greater ef- 

fort is made to furnish merchan- 

dise with package dress that will 

intrigue and incite the desire of 

the purchaser. All the ‘“‘fixings’’ 

that can possibly be attached are marshalled into line. 
And the custom, seemingly, is a good one, for not only 
does it have the advantage of increasing sales for manu- 
facturers but also produces an added appreciation on 
the part of buyers and recipients of gift merchandise. 
Each year we find new containers, new decorations 
and new materials making their appearance in the 
market—an evidence of the advance which has char- 
acteristically been that of package progress. Each year 
manufacturers of packaged merchandise are called 
upon to make a greater effort on behalf of their pack- 
ages—to meet demand of customers for improved and 
more serviceable packages. So, too, with the suppliers 
of packaging equipment and package materials, de- 
signers and others who service the package industry. 
In such a plan of self-analysis, MODERN PACKAGING 
is not unmindful of its responsibility. It believes that 
no effort should be spared to produce a publication 
that is worthy of the high ideals for which the packag- 
ing industry consistently strives. In extending wishes 
for a Merry Christmas to all of our readers, we also 
offer the assurance that these concepts will continue. 


OUT OF THE CELLAR 


) E are at the point of witness- 

ing a most interesting ex- 

ample of the influence which meth- 

ods of merchandising may play in 

the design and selection of pack- 

ages. With the repeal of Prohibi- 

tion we have, on the one hand, the 

renewal of an industry after a lapse of fourteen and a 

half years; on the other hand, a change in the manner 

of distribution of the products of that industry—both 

of which conditions, if we are to judge by present 

trends, will participate most actively in the progress 

that methods of packaging and improved packages 

have made during the time when the public was legally 
barred from the purchase of alcoholic beverages. 
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With the industry practically at a standstill—for the 
limited production of liquor permitted by the Govern- 
ment required but small plant capacity—there was no 
need for improved and high-speed packaging equip- 
ment. But this did not prevent manufacturers of 
filling, closing, labeling and other machinery from 
developing equipment for use in other industries. 
And this progress, carried on during the latent years of 
liquor production, is now available to distillers and 
wine producers. So that, from a package production 
standpoint, the liquor industry may be quite in step 
with the other industries which similarly pack their 
product. 

While we do not have the figures to substantiate, it 
is a fair assumption that the greatest sale of packaged 
liquor in this country took place in the hectic days 
directly preceding June 30, 1919, when the rush to 
fortify one’s cellar against the impending dry spell was 
at its height. There was little quibbling then as to the 
dress in which this brand or that might appeal. The 
urge was mainly to load up with a stock that would 
“carry over’ or that could be had for a stipulated 
amount of money. And previously, too, little atten- 
tion was paid to the packages. We had standard 
shapes ‘in bottles, stock designs in labels, and corks 
that were just corks. Most of the bottles which “‘stood 
out” among their fellows were those which contained 
imported whiskies, liqueurs and the like. All this 
was in an era when we lacked package consciousness. 

A different situation is now being faced by the liquor 
industry—one which, to no small degree, is tied up 
with the consideration of the package. For we have 
the fact that today there is a greater appreciation of the 
package as a merchandising factor, and account must 
also be taken of the change that has come about in the 
method of distribution. The old time saloon, for one 
thing, is taboo, and the public will be encouraged to do 
their drinking at home. Where liquor’s piecemeal 
distribution is permitted—at hotels and restaurants— 
more attention will be paid to labels than heretofore. 
So that it would seem that under the New Deal, at- 
tractive packaging will get its real inning. 

And what an opportunity for the liquor interests! 
New shapes in bottles are being created—new types of 
closures are available—more expressive labels are 
being designed—and right down the line an entirely 
new set-up is offered to this reborn industry. “A 
consummation devoutly to be wished,” truly—a chance 
for every package to come up out of the cellar and do 
its selling in the modern manner. 


KO Ruben. 
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Costs may still be 


lowered « « 


in spite of new conditions 


* 


Our machines package a 
wide variety of products 
for many different indus- 
tries— for example: 


Chewing Gum 
Confectionery 
Razor Blades 
Cigars 
Tobacco 
Cigarettes 
Soap 
Cosmetics 
Drugs and Pharmaceuticals 
Yeast Cakes 
Biscuits 
Frozen Foods 
Dairy Products 
etc. 


PACKAGE MACHINERY RIT 


To offset present-day increases in production 
costs, many concerns are availing themselves of 
the important savings made by modern, high- 
speed wrapping machinery. 

These savings are immediate and tangible, 
and they pay for the investment in a very short 
time — usually within a year, and sometimes in 
90 days. 

With our new high-speed machines you will 
get maximum labor- productivity and utmost 
economy of packaging material. 

It is more than likely that with an improve- 
ment in your wrapping machinery, you will also 
secure a decidedly better package — neater, 
more attractive, with greater sales appeal. 

What savings can be effected in your plant? 
We shall be glad to help you find out. Drop a 
line to our nearest office. 

PACKAGE MACHINERY COMPANY 
SPRINGFIELD, MASSACHUSETTS 


New York Cleveland Chicago Los Angeles 
Peterborough, England: Baker Perkins, Ltd. 


Over 200 Million Packages per day are wrapped on our Machines 
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WILLIAM KING EMBLETON 





William King Embleton, advertising manager for 
the Pneumatic Scale Corporation, died at his home, 
Wollaston, (Quincy) Mass., Saturday, Nov. 25, 
following a very brief illness. Funeral services were 
held at the First Congregational Church of Wollaston 
the evening of Nov. 27, and burial was in the Fair- 
mont Cemetery, East Orange, N. J. 

Mr. Embleton was born in Northshields, England, 
Aug. 27, 1877, the son of Robert and Eliza Embleton. 
He came to the United States as a child and received 
his education in the grammar and high schools of 
East Orange, N. J., Pratt Institute and the National 
Academy of Design. Following extensive experience 
in the lithograph business and the advertising specialty 
field he became advertising manager for the Pneu- 
matic Scale Corporation at Norfolk Downs, Mass. 
In 1908, Mr. Embleton married Louise F. Morehouse 
of East Orange, N. J. 


Through the death of Mr. Embleton the package 
industry has lost one of its most valued advocates 
and supporters. As a representative of his company, 
and possessing a familiarity with the problems and 
activities in the field of packaging work, his opinions 
were eagerly sought and freely given. He was a 
frequent contributor of articles on package subjects, 
and many of his writings, published in booklets and 
brochures, remain as permanent tributes to his un- 
derstanding of the progress of the industry with which 
he was so closely and prominently identified. 

{ In civic affairs, Mr. Embleton was a dominant 
figure. Among the many tributes paid to him was 
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INDUSTRY 


the following, by Mayor Charles A. Ross of Quincy, 
Mass. “Mr. Embleton was a man of tremendous 
influence in this community. He was unselfish in 
his activities, and devoted a great deal of his life to 
the betterment of the welfare of his fellow man. He 
occupied a unique position in his own vocation, and 
was recognized from coast to coast as a man of vision 
and ability. All who knew him regret his passing.” 

A memorial scroll, signed by over two hundred of 
Mr. Embleton’s fellow employees, was tendered, this 
reading as follows: ‘In loving memory of our friend 
and associate whose constant and unselfish devotion, 
whose counsel and kindly interest, whose dominant 
courage and initiative brought joy and accomplish- 
ment to himself and to all with whom he was ac- | 
quainted. ... In deep appreciation of all that he 
has meant to us, we, his fellow workers of the Pneu- 
matic Scale Corporation, Limited, herewith affix our 
names.” 

To MopeERN PackaGING, Mr. Embleton gave his 
friendship, encouragement and counsel unstintingly. 
In the midst of many duties and activities, he was al- 
ways gracious, patient and understanding—a true 
gentleman in every sense of the word. “It is a good 
thing to be rich,” wrote Euripides, ‘“‘and a good thing 
to be strong, but it is a better thing to be beloved of 7 
many friends.’’ The memory of ‘Billy’ Embleton 
will linger long and pleasantly in the thoughts of a 
multitude of friends. 


The Stanley Manufacturing Company has appointed ~ 
J. F. Sequin as New York district manager and Frank 
J. Smith as assistant. The New York office is at 200 
Fifth Ave., Room 957; Telephone, Gramercy 5-4230. 


Alvin Epstein is now associated with Goldman & 
Company, advertising consultants of Baltimore, Md., 
as art director and director of industrial styling. He 
is also retained as art consultant for the Gordon- 
Lavin Paper Box Company of Baltimore. 


Thelander and Berg, industrial designers of Rock- 
ford, Ill., announce removal of their offices to larger 
quarters in the Swedish American Bank Building, 
Rockford, Ill. Clement Thelander directs the de- 
signing activities of the firm, and Clifford Berg is 
director of research. The organization is collaborat- 
ing with a number of national manufacturers in the 
design of new packages and products. 


American Management Association announces that 
it will award a third Irwin D. Wolf trophy, to be pre- 
sented at the fourth Packaging, Packing and Shipping 
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RIEGEL PAPERS 
made to fit the specific pack- 
aging needs of various industries. 
If you are faced by some pro- 
duction problem, bringing out a 
new package, dressing up an old 
one, or just frankly trying to cut 
your packaging costs write us 
your story today. To manufacturer, 
printer or advertising agency we 
offer unbiased advice based on 
experience and research work in 
many fields. There is no charge, 


of course. 
€ 


OUR PORTFOLIO 
OF PACKAGE 
PAPERS SENT 
ON REQUEST 
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Conference, Clinic and Exposition, at the Hotel 
Astor, New York, March 13 to 16, 1934. The award 
will be made for the best package developed and 
placed on the market during 1933. All of the pack- 
ages submitted in the contest will be displayed in the 
Packaging Exposition. 


Sylvania Industrial Corporation, 122 East 42nd St., 
New York City, announces it is now ready to manu- 
facture at its plant at Fredericksburg, Va., viscose 
caps and bands for all types of bottles, jars, etc. 
This new product is known as “‘Sylphseal.” 

Sylvania will manufacture not only regular trans- 
parent, metallic bronze and mat opaque bands and 
caps, but also two new patented items which are ex- 











clusively Sylvania products—High Gloss Enamel and 
Silky Lustre. These new closures are made in a wide 
range of colors and sizes and are made to fit any type 
of bottle or jar. Being applied wet, the caps and 
bands quickly dry and shrink to fit the container, 
thereby effecting a hermetic seal. These closures 
give to the container a remarkable, well finished ap- 
pearance, and also protect the contents of containers 
from loss of odor, loss through evaporation, etc. 

As a further protection to guard against counterfeit 
packages the bands or caps will be specially printed 
with a trade name or trade mark. These closures 
will be marketed through a separate division known 
as the Cap and Band Division. 

Sylvania began the manufacture of the transparent 
cellulose wrapping material known as Sylphrap some 
four years ago. This material is made in plain white, 
plain white moistureproof and eleven attractive 
colors. To its original and meanwhile greatly in- 
creased transparent sheet production Sylvania has 
added other kindred products, the present caps and 
bands being the latest. In announcing this new 
“Sylph” product, it will be the aim of the company 
to maintain the same high standard of quality which 
it has maintained on all its Sylphrap products. 


b 
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AN OLD FASHIONED GROCERY STORE 























The success of the Ingersoll Mickey Mouse timepieces, which reached 
a million sales of watches and clocks, encouraged the Ingersoll- 
Waterbury Company to bring out a “‘Three Little Pigs’ alarm clock. 
Here is one of them, with its appropriately designed display carton. 


A Joint Code Control Committee has been estab- 
lished as the agency of the code authorities of the can- 
ning and packing machinery industry and of the pack- 
aging machinery industry and trade. The chairman 
of the joint committee is Ogden S. Sells, vice president, 
Food Machinery Corporation; H. H. Leonard, vice 
president and general manager, Consolidated Pack- 
aging Machinery Corporation, is vice chairman, and 
W. J. Donald, New York City, has been elected ex- 
ecutive secretary and treasurer. 


The Federation of Wooden Package Associations 
has recently been created to act as the administrative 
agency for the lumber code authority. Headquarters 
are maintained in the Barr Building, Washington, 
D. C.; J. Ben Wand is secretary-manager. The eight 
subdivisions of the federation are as follows: National 
Wooden Box Association, 111 W. Washington St., 
Chicago, Ill.; American Veneer Package Association, 
Washington, D. C.; Pacific Veneer Package Associa- 
tion, Puyallup, Wash.; Standard Container Manu- 
facturers Association, Jacksonville, Fla.; Plywood 
Package Institute, 19 W. 44th St., New York City; 
Small Box Manufacturers Association, Sandusky, 
Ohio; Wirebound Box Manufacturers Association, 
111 W. Washington St., Chicago, Ill.; Eggcase Sub- 
division, 111 W. Washington St., Chicago, II. 





“An Old Fashioned Grocery Store’ and its contrast with 

the modern store were depicted by Standard Brands Inc. at 

the recent Bronx (New York) Food Show. The display 

was sponsored by the makers of Chase & Sanborn’s Dated 

Coffee and Tenderleaf Tea, Fleischmann’s Yeast, Royal 
Baking Powder and Royal Desserts. 
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While shepherds watched their flocks 
afar, 

Wise men followed a wondrous star. 
Through distant lands it led the way 

To Him who in a manger lay. 


They left with Him their gifts of gold, 
The story of His birth they told, 

And spread the tidings far and near, 

That world-old message of good 


cheer. 


Though centuries have passed since 
then, 

We've kept the faith of those wise 

men; 

And hope that with all may abide 

A lasting peace this Christmastide. 





BINGHAM BROTHERS COMPANY 
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Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


FOR CORRECT WEIGHT FIGURES 


ODAY, tu a greater degree than ever before, the 
“ — law of industrial survival demands the extermina- 
tion of unaccountable waste. The adoption of codes 
calling for increased employment and maintenance of 
fair prices dictates the absolute necessity for far-reach- 


O SCA 4¢ 
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ing production economies. As a means of detecting 
waste in receiving, stocking, manufacturing, packing 
and shipping operations—it is stated by the Toledo 
Scale Company, Toledo, Ohio—the new Toledo Print- 
weigh, Figured Type, enables manufacturers to secure 
accurate inventory values and trustworthy figures of 
operations. 

By printing positive weight figures, and thus eliminat- 
ing possible human errors, this device is said to provide 
positive basic weight control records upon which ac- 
curate industrial accounting structures can be based. 
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All inaccuracies and disputes in recording movements of 
materials are positively eliminated. In their place, 
clearly printed weight records of unquestioned ac- 
curacy are substituted. 

This device is especially designed for all weighing 
operations where high production speed and accuracy 
are necessary requisites. It may be operated by un- 
skilled labor with no loss in accuracy. It prints in 0.1 
second at the touch of a button. An inserted ticket, 
a continuous strip, or both can be used for the printed 
record. Control may be located on the scale, or at a 
remote point, or placed to operate automatically in 
connection with any type of conveyor system. 

The Figured Type printing device can be furnished 
on Toledo dial scales of 62!/2, 125, 500, 1000, 2000, 
5000 and 10,000 lbs. capacity. In addition, it can be 
attached to any late model Toledo dial scale of similar 
capacity. If desired, it can be supplied with unit 
weights. This extends the capacity of the scale, and 
at the same time maintains accuracy. By this method 
it is possible to secure large capacity and maintain high 
accuracy. 


A PRE-FORMED TEA BALL 


TTRACTING wide attention throughout the 

tea and coffee trades, also the wholesale grocery 

trade, is the Pre-formed Tea Ball which is being mar- 

keted by The Cooper Tea Packet Co., Inc., 505 Court 
Street, Brooklyn, N. Y. 

The finished product has a pleasing appearance and, 
as shown by the illustration, is composed of two pieces 
of perforated Cellophane formed into hemispherical 
shape. ‘These pieces are stitched together around their 
edges, thus leaving a space within the tea ball to permit 





the tea leaves to expand when brewing. Close ex- 
amination of the illustration discloses a great number 
of fine perforations in the Cellophane. It is interesting 
to know that there are over five thousand -f these per- 
forations in each tea ball. 

The tea ball is highly efficient, allowing the tea to 
brew within a few minutes, and the significant feature 
is the absence of any cloth in the tea ball proper. 
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FAN MAIL... 


proves the pulling- 
power of Modern 
Packaging 


























If you know where a machine to auto- 
matically hank and label sash cord may be 
obtained, we will appreciate your advising 


a 


WM. E. HOOPER & SONS CO. 


We are interested in any modern packag- 
ing ideas you may have for various sophisti- 
cated games that we publish....... 


SIMON AND SCHUSTER, INC. 


We wish to inquire whether you have in 
your files a list of the more successful pack- 
age designers....... 


WILLIAM UNDERWOOD COMPANY 


We are considering an automatic packag- 

ing machine for putting up grits in 1!/, 

pound and 3 pound packages....... 
MOUNTAIN CITY MILL CoO. 


Will you kindly advise us where we might 
be able to purchase straw woven baskets, 
possibly triangular, about 4” on the side... . . 


JEAN JORDEAU INC. 


Do you know the names of any manufac- 
turers who make papier-mache display 
stands or window pieces....... 

THE JOSEPH KATZ COMPANY 


Will you kindly suggest a container or 
package to be used for packaging wines for 
Christmas....... 

FREDONIA PRODUCTS CO. INC. 


A connection of ours in France is inter- 
ested in an Automatic Machine that will 
place automatically around a sausage or 
salami a labeled strip, and after this is done 
the sausage or salami is to be placed into a 
paper bag, also automatically....... 


ESTES, INC. 


I would appreciate the name and address 
of the concern manufacturing the decalco- 
mania labels producing signatures, etc., on 
the bottle....... 

BRUNSWIG DRUG CO. 


If any of the advertisers in your maga- 
zine have a paste or adhesive which will 
fasten labels to tin cans and boxes, would be 
pleased to have them communicate with 


US... eevee 


FOAMITE INDUSTRIES, INC. 


We are interested in a machine which 
will apply gummed seals to the flaps of 
envelopes, as illustrated by the attached 
sample....... 

MAY HOSIERY MILLS 


We would appreciate your kindly send- 
ing us the names of makers of labeling 
machines which label round cans...... . 


THE AMERICAN FERMENT CO. 


Will you kindly send us a list of various 
concerns that make a specialty of printing 
Cellophane or similar wrapping? We are 
desirous of getting out some Cellophane 
labels and would like to have a list of 
various people that make a specialty of 
Ui: Aer 


THE AMERICAN PRODUCTS CO. 


We are in the market for printed up 
waxed tissue or waxed glassine in different 
designs similar to the enclosed samples. 
The samples we are attaching are of foreign 
origin but we like to obtain a source of 
supplies where we can purchase from time 
to time smaller quantities than 10 reams 
of one design right out of stock. Can you 
give us some of the names of manufacturers 
of similar products....... 


STEINER PAPER CORP. 
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DuPont, Sylvania 


and 


Celluloid Corp’n. 


recommend 


CELLU-GLUES 


for Sealing Cellophane, 
Sylphrap and Protectoid! 


Worn such recommendations, you know 
they must do the work! You can glue a whole 
sheet or a tiny seam—tissue to tissue, tissue to 
paper, tissue to cloth, or many other combina- 


tions! Write or phone us your problem. 





WE DO OUR PART 


NATIONAL 
ADHESIVES 


CORPORATION 


New York: 821 Greenwich St. Philadelphia: 1305 Germantown Ave 
Chicago: 1936 Carroll Ave. San Francisco: 885 Bryant St. 
Boston: 15 Elkins St. and other principal cities 


WORLD’S LARGEST PRODUCER OF ADHESIVES 
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A PACKAGE-FILLING MACHINE 


HE need for an inexpensive and accurate package- 
+ filling machine that would satisfy the highest 
production requirements of either the large or the very 
small business, is said to be met by a new motor-driven 
machine, known as the Whiz-Packer, built by Frazier 
and Son, Belleville, N. J. The machine is stated to 
have an unusually large capacity ranging from a tea- 
spoon to a pound and is simple in operation. It will 
package nut meats, powders, crystals, seeds, pills, 











hard candies, salts, spices and innumerable other dry 
products of the semi-free or free-flowing type. 

The product is dumped into the conical hopper or 
fed to the latter from an overhead bin by means of a 
chute. The dial rotates intermittently and contains 
four telescoping cups which may be set rapidly to the 
required package capacity. As each cup passes be- 
neath the hopper mouth, it is filled with the product, 
and then as the dial rotates, is leveled off accurately 
and carried around to the front of the machine. At this 
point the measured product passes down through the 
spout and into the bag or container held in position by 
the operator. Ordinary house or factory current will 
drive the motor and no special wiring is required. 
Speeds of 15, 30, 45 and. 60 packages per minute are 
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quickly available. Rapid adjustment for accurately 
varying the discharge is provided. 

An exclusive feature of the machine is that the mecha- 
nism cannot jam or get out of order. Another dis- 
tinctive feature is the intermittent agitator movement. 
This agitator gently disturbs the product only while the 
cup is being filled. In this way, grinding and churning 
of the product from continuous and vigorous agitation 
is prevented. 

The ease with which Whiz-Packer can be cleaned 
offers an important advantage. To do this, the parts 
to be washed are merely lifted off the machine—no 
wrenches or screw-drivers to bother with. Also, the 
discharge spout is of unusual interest in that when paper 
or transparent cellulose bags are used, the operator 
need not lose time in opening them. The spout itself 
does this automatically as its bevelled end enters the 
bag. As a result, the, bags are filled more rapidly. 


FOR FRICTION PLUG CANS 


ONVENIENCE is provided in a clever opening 

device—known as Lev-A-Lift—for friction plug 
cans, which has been recently invented and placed on 
the market by the Lev-A-Lift Company. By means 
of the device the plug is gradually released, and thereby 
prevents throwing the contents that may be clinging 
to the released under side of the lid. 

Every one, on some occasion or other, has been 
called upon to open friction plug cans containing 
pharmaceuticals, paint, tobacco, food products and a 
multitude of other items. The assignment has never 
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been welcomed because of the numerous difficulties 
usually encountered: spilling of contents, breaking 
that good pocket-knife, fork, spoon, or other familiar 
tools of kitchenry. If the can was opened without 
broken fingernails, cut or bruised hand and loss of 
temper, it was then realized that the replacement 








EXTRA BEAUTY 


+ 4 positive advantages 
LUSTEROID CONTAINERS provide definite 


advantages in use and display because of their 
exceedingly attractive appearance. But be- 
yond this advantage of beauty, Lusteroid 
offers the manufacturer four positive produc- 
tive advantages. 

First, its light weight reduces shipping costs 
substantially. Second, its complete freedom 
from breakage not only reduces to a minimum 
all shipping losses but entirely eliminates all 
the expensive correspondence and exchanges 
usually resulting from breakage in shipment. 
Third, the seamless character of Lusteroid 
Containers makes them leak-proof and odor- 
proof. Fourth, Lusteroid Containers may 
be had in their natural tone, colorless as 
glass or in any desired color with transparent 
or opaque finish. They may be had with 
your own design or trade mark processed as 
an integral part of the container. 

Lusteroid Containers are made as vials, jars 
or tubes. They are odorless. Caps may be 
serew, moulded metal or cork. Consult with 
us for the solution of your packaging problem. 


LUSTEROID 


CONTAINER COMPANY, INC. 


Formerly Lusteroid Division of The Sillcocks-Miller Company 
10 PARKER AVENUE, WEST 
SOUTH ORANGE NEW JERSEY 
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value of the implement damaged or destroyed in re- 
moving the lid was many times in excess of the cost of 
the package which the consumer had occasion to open. 

The device is so constructed that it is permanently 
attached to the cover, never to become lost but always 
ready to serve. The Lev-A-Lift action is definite; 
it cannot slip or cause cut or bruised hands; it saves 
tempers and prevents spilling of contents. It provides 
an incentive for the consumers to close the lid tightly, 
insuring the manufacturer of the product, as well as 
themselves, that the last portion of the contents of a 
can is equal to the first, because the device is so balanced 
that it automatically reverts to its closed position, 
always ready to serve. 

This unique device has been adopted by manu- 
facturers as an added convenience to their customers 
to hold good will and future business, and, further, 
attract the multitude of consumers who are always 
ready to reward a manufacturer who provides for his 
product the unusual for the convenience and economy 
of the consumer. 


NEW FILLER FOR VALUABLE LIQUIDS 


_ (iiusrratTep is a new straight line filler 
(gravity vacuum), adaptable for the filling of 
whiskey, wines and other liquors, recently announced 
by the Horix Manufacturing Company, Corliss Sta- 
tion, Pittsburgh, Pa. It is stated that this unit, 
known as the Horix-Haller model N-V, is suitable and 
efficient for any size or shape bottle from 4 oz. to one 
gallon. It has a filling range of three 8-in. bottles, 
four 6-in., six 4-in. and so on down to a maximum 
of twelve 2-in. bottles at a time. 
A simple thumb-screw arrangement permits quick 
centering and adjusting of the filling tubes to the 
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required bottle spacing. The change from one size 
bottle to another is made in a few minutes. The rais- 
ing and lowering of the filling head to suit the height of 
the bottles is a simple and quick operation by use of thie 
crank handle shown on top of the machine. 

Output of this machine is dependent on size of bottle, 
diameter of bottle neck, and nature of liquid being 





filled. Machine has large output for any given condi- 
tions. An operator can fill on eight-bottle spacing for 
pints, as in illustration, with whiskey or similar prod- 
ucts, at rate of 40 to 50 per minute; quarts, with six- 
bottle spacing, at the rate of 24 to 30 per minute. 
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The new Bostitch staple remover above, and in 
use at the left 1s for large staples used in ham- 
mers, tackers and stitchers. It consists of a 
finely balanced aluminum handle with tem- 
pered blade and special heel. Stapled boxes 
are more securely sealed than most boxes, but 
have always offered a problem in opening. It 
is stated by the manufacturer, Bostitch Sales 
Company, East Greenwich, R. I., that this de- 
vice will remove each staple instantly by insert- 
ing the blade under the crown and tipping. It 
does it without damage so that boxes can be 
re-used. 
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fining Company, Mono Service Company, 





The two suspender packages and the garter box, pro- 

duced for the Boston Garter Company, show what can 

be done in securing maximum display value at moder- 

ate cost. The boxes were made by Dennison Manu- 
facturing Company. 


| 





At the recent Brewery Exposition in Chicago, 
the Chambon Corporation showed, in operation, 
one of its automatic multicolor presses. Froma 
single roll of paper the press printed beer labels, 
three colors one side and one color on the back, 
in one continuous operation. These presses 
have been built for such companies as Beech- 
Nut Packing Company, Corn Products Re- 


Federal Match Company and others equally 
well known. 


Technical data relating to Plaskon is given in a con- 
veniently arranged booklet recently issued by Toledo 
Synthetic Products, Inc., Toledo, Ohio. In addition 
to information concerning the properties, specifica- 
tions and applications of this material, there is also 
included much valuable data relative to practices in 
plastic molding. 


Three new catalogs have been issued by the F. J. 
Stokes Company, Tabor Road, Philadelphia. Catalog 
33-F relates to tube, jar and powder filling equipment 
and a complete line of perfumers’ equipment. Catalog 
33-T includes descriptions and illustrations of tablet 
making machinery and pharmaceutical equipment. 
Catalog 31-A covers process equipment such as dryers, 
condensers, vacuum pumps, evaporators, mixers, etc. 

In each of these catalogs, complete specifications, 
diagrams and other data pertinent to the selection of 
the required units are included. 


THE WEST HOLDS 
A PACKAGE EXHIBIT 


(Continued from page 45) mode of domestic alcoholic 
grape products bottling. 

Another Western innovation was the special packing 
of cauliflower and tomatoes for the Atlantic seaboard 
retail mart. Select cauliflower heads are wrapped 
singly in transparent cellulose, six heads to a crate, 
the crates of clear white pine. The tomatoes are 
packed 18 to a cardboard box, in two decks, each tomato 
separately wrapped. In addition to the eye appeal of 
the vegetables so packaged and packed, shippers de- 
clare the products reach their destination in excellent 
condition and that the index of shrinkage is lower than 
that effected by any other method of packing and 
shipping so far attempted. Hundreds of different 
kinds of packages and accessories, from shipping crates 
to labels, special printing jobs, designs, shapes and 
color combinations, were on display. 

The welcoming address, given the opening night of 
exhibition, was made by Daniel C. Hay, president of 
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DISPLAY 


TRANSPARENCY Needs 


... or it’s justa... 


FLASH IN THE PANI 


Stairstep rack 
Sor large ‘‘visi- 
bly’’ wrapped 
packages. 










There's little use in stocking dealers with the good sales ammunition 
of transparently wrapped packages, without some means to make sure 
their attractiveness will catch the customer's eye. Without display the 
product is “all dressed up in Cellophane with no place to go.” 


The answer lies in the full line of Union 
Display Racks which completes the visi- 
bility circuit. Supply your dealers, free 
or at cost, with an inexpensive Union 
Display Rack chosen to suit special fea- 
tures of your product, and watch sales 
shoot upward. 


UNION 


COLLAPSIBLE WIRE 


DISPLAY RACKS 





Multiple Shelf Counter 
Display for small pack- 
ages. 


Write for bulletin illus- 
trating many stock de- 
signs to 


UNION STEEL 


PRODUCTS CO. 
521 Be:rien St. 
ALBION, MICH. 


Large floor rack which, 
with Celiophane wrapped 
flour bags, produced fine 
increase in sales. 
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the Los Angeles Junior Chamber of Commerce. This 
was followed by a talk by Thomas S. Barnes of Fibre- 
board Products Co., entitled ‘“‘The Manufacturer— 
His Interest in This Exhibition.’’ Other speakers and 
their subjects, staggered through the first week's pro 
gram, included: ‘‘The Influence of Color in Packag« 
Design,’’ by Kem Weber, Barker Bros., Los Angeles; 
“What Good Package Design Amounts to in Dollars 
and Cents,’’ by Edward A. Adams, director of adver 
tising and design of the Art Center School; a talk on 
proper package construction and transportation by R. 
A. Podloch of the Santa Fe Railway; ‘“‘The Reduction 
of Transportation Damage Claims,’ by Carl Pire of 
Harper & Reynolds Corp.; a discussion of the kind of 
package and designs that the public will buy, by Dr. 
Frank Warren, merchandising counsellor of Haas, 
Baruch & Co., Ltd.; and a lecture on ‘Progress in 
Package Design’’ by Leonard Wheeler, package en- 
gineer and designer of Los Angeles. 

Several thousand persons visited the various ex- 
hibits, demonstrations and talks. The southern Cali- 





Cauliflower and tomatoes individually wrapped in moistureproof 
transparent coverings get to destination with small shrinkage and in 
fine condition. 


fornia package and design industry and kindred in- 
terests plan to hold a similar exposition annually, per- 
haps in the fall of each year, it was asserted by officials 
of the first exposition at Los Angeles. Belief was 
expressed that the West is among the leaders in this 
field and that the added stimulus given the industry by 
such exhibitions of Pacific Coast efforts are well 
worth the effort expended. 


CONVEYORS AID EFFICIENT 
PACKAGE PRODUCTION 


(Continued from page 51) taken to the sealing and 
wrapping operations and, finally, to the shipping de- 
partment. The overhead conveyors shown in Fig. 1 
bring the empty cartons to the chutes shown at the 
left of Fig. 2 by means of which they are delivered to 
the re-circulating conveyors along the wall as distinctly 
shown in Fig. 2. An interesting point in connection 
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conveyors and packaging machinery was laid out on 
paper before any of the equipmeat was installed. 
By planning the layout in this way it was possible to 
develop the most efficient arrangement. 

Another interesting conveyor installation has been 
made at the plant of Thinshell Candies, Inc., of Chi- 
cago. This was specially designed, built and installed 
by the Link-Belt Company for the purpose,of cooling 
and packing cookies at the rate of one ton per hour. 
The equipment is shown in Fig. 3, and consists of a 
suspended type tray elevator and conveyor which raises 
the trays of hot cookies, and carries them across the 
room and back—until they have cooled down from 200 
to 90 deg. F. The trays containing the cookies are 
then lowered and transferred to the packing conveyor 
at the level of the packing table. The cookies are 
picked off the trays on the packing conveyor by girls 
who place them in boxes. The empty trays pass on, 
out of the way, and are taken off at the discharge, from 
whence they are sent back to the cooky cutting machine 
to repeat the process. 

The cooling system of conveyors consists of five hori- 
zontal parallel runs, one below the other, making a total 
of 344 ft. of cooling run, and the packing conveyor is 
37 ft. long. The amount of space taken up by the cool- 
ing and packing conveyors is thus reduced to a mini- 
mum. The speed of all of these sections is the same 
and the trays are transferred from one level to the next 
mechanically. The system is operated by means of a 
5-hp. motor driving through a silent chain to a P. I. V. 
variable speed transmission which is connected to a 
speed reducer. 

Both of these instances are excellent examples of the 
advantage of calling in well qualified equipment manu- 
facturers to take care of installation problems which 
call for specialization in transportation of this type. 


DISPLAYING FOR MEN’S-WEAR SALES 


(Continued from page 53) own boxes, Stein also main- 
tains its own display fixture department which is an 
auxiliary of no small importance. In this department, 
as in the box plant, many innovations of a revolutionary 
character in the industry have been developed. 

For example: A prosaic and commonplace article like 
a pair of suspenders was taken by Stein’s a few years 
ago and made a thing of beauty. All the way from the 
merchandise itself te its packaging and display, a new 
thought and a finer motif were developed. First of all, 
suspenders were created with a new idea of style, strik- 
ing a new note in suspender merchandising and, in 
addition, greater utility and comfort features were de- 
veloped. Simultaneously, Stein's developed the sus- 
pender folder package which was the forerunner of the 
now almost universal method of individually packaging 
each pair of suspenders. This method appreciably in- 
creased sales for the dealer because it enabled him to 
display this type of merchandise to better advantage, 
kept his stock in a more orderly and clean condition and 


with this installation is that the entire system of 





solves packaging 
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The visibility of glass, without its fragile hazards, 
distinguishes HYCOLOID, the modern container, 
for practical value and beauty appeal. 

Seamless, odorless, flexible, and non-breakable, 
feather-weight HYCOLOID is 80 per cent lighter 
than glass and unaffected by climatic conditions. 
Aside from a substantial saving in packing, ship- 
ping and breakage, HYCOLOID eliminates label 
costs because your label, including trademark or 
any desired design, is reproduced as a part of the 
container itself. [Indestructible and of high lustre, 
labels are processed in any required colors. 
Containers are made transparent or with opaque 
finish ... clear, colorless or in any shade desired. 
Your packaging problems afford us the opportu- 
nity of service. Write us concerning them. 


Hygienic Tube & Container Co. 


16 Avenue L, Newark, N. J. 
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in tubes, jars and vials 
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increased the sales appeal of the item on the dealer’s 
counter. Then Stein’s took a further advance step and 
created a series of most unusual and unique display fix- 
tures, designed purely to hold the suspender folders or 


packages. 

The successful results achieved by this company indi- 
cate that smart packaging ideas, when carefully aligned 
with the merchandising plan, and carried through to the 
full limits of merchandise presentation, are a most po- 
tent factor in the stimulation of sales. 

Illustrated are some of the outstanding packages and 
display fixtures conceived, created and manufactured by 
A. Stein & Company in their Chicago factory, which, 
incidentally, is said to be the largest and most modern 
plant in its field in the world 


PACKAGE IDENTIFICATION 
AND PROTECTION 


(Continued from page 48) heads of the Food and 
Drug Administration were too good politicians to 
openly suggest to Congress a collateral advertising 
amendment, much less to cook up such an addition. 
Then came the Roosevelt era and in its train the 
crusaders from Columbia University, one of whom, Dr. 
Tugwell, landed as Assistant Secretary of Agriculture. 
Here was a zealot in social revolution ready to the 
hand of the veteran bureaucrats who had covertly 
dreamed of a millennium of advertising repression. 


Presto, and behold the Tugwell bill, with a logical 
sponsor in Senator Copeland of New York, erstwhile 
public health official and devotee of the doctrine of 
maximum information for the consumer of foods and 
drugs, etc. 

With all these breaks, it is doubtful if the advertising 
control program would have become so precipitately a 
news sensation were it not for Assistant Secretary Tug- 
well’s flair for publicity. Summoning to his missionary 
work the news-reel of the talking pictures and the 
radio broadcast, not to mention the resources of news- 
paper syndication, this leader, whether or not he has 
aroused the mass of consumers, has made advertisers 
censorship-conscious. 

All the while, the Federal fashioners of the sterner 
code for foods, drugs and cosmetics keep insisting, with 
the straightest of faces, that what is contemplated is 
not ‘‘censorship.’”’ They proclaim that piety on the 
strength of the fact that advertising copy is not to be 
submitted in advance of publication to the Govern- 
mental blue pencil. Most of the advertisers who have 
expressed themselves say frankly that they would, as 
the lesser of two evils, prefer a system whereby copy 
would perforce be OK'd in advance rather than the 
vaunted. liberty of action which puts an advertiser's 
head in a noose that may be arbitrarily drawn tight 
after the unlucky guesser has invested his money in 
advertising—and very possibly in labels, containers 
and package-dress designedly geared to a supposedly 
safe school of collateral advertising. 
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wD LLOWING that a blight upon freedom of ad- 
= vertising speech might chill the whole institution 
of packaging for display, let us see what other contacts 
in the Tugwell earthquake would shake or shatter the 
traditions of packaging. Standing as a vague and 
disquieting interrogation point, is the bulge in the 
“misbranding’’ provisions whereby there would be 
denied, or at least challenged, all indulgence of dra- 
matic license in the irregular shaping and internal ar- 
rangement of packages. Fundamentally, this idea of 
a blue law foreordaining every package to be taken at 
face value, is old stuff. But, oh me, oh my, what a 
subtle change is here in the complexion of the summons 
calling for stark truth-in-packaging! 

Essentially, this feature of the Tugwell bill is but a 
new version of our old friend and perennial petitioner 
for Congressional favor—the Deceptive Package and 
Slack-Filled Container Bill. But even that pigeon- 
holed bill, to which the heart of Congress never really 
warmed, was at least frank in its objectives. The in- 
tent of successive measures, that bore the name of 
Representative Haugen, was to drive out a few border- 
line types of containers, which were all but outmoded, 
anyway, by decree of packagers themselves. While 
it did not say so in so many words, the intent of the 
Haugen appendix was to banish the extreme forms of 
panel bottles and push-up bottom bottles, false-bottom 
cartons and the “‘window’’ boxes which held the rated 


quota of contents when filled only to the upper line of 
the transparent opening of the container. 

The Tugwell equivalent of this package-prescriber 
has no such narrow application, actual or implied. 
Instead, it has that wide scope and indeterminate limits 
which characterize so many of the blanket authoriza- 
tions in this pending bill and which have done more than 
anything else to arouse widespread apprehension among 
business men who like to know just where they stand. 
Harken to the language of the first paragraph of Sec- 
tion 7: ‘‘A food shall be deemed to be misbranded if 
its container is so made, formed, or filled as to mislead 
the purchaser, or its contents fall below standard fill.”’ 

Faced by that death-writ in blank, food packagers are 
already asking themselves and everybody in sight two 
leading questions. First, who is to decide (and may it 
be a bureau czarist in Washington) what constitutes 
deception or misconception in package form? Sec- 
ondly, would there be placed upon the packager the 
burden of ascertaining just what appraisal every last 
customer or prospect puts upon a given package pat- 
tern, perhaps necessitating a restriction of package 
realities to terms of the lowest order of human intelli- 
gence? Absent entirely, more’s the pity, from the 
Tugwell gospel is all vestige of the principle for which 
packagers fought so hard and which they thought that 
they had won—i.e., the principle which predicated 
package guilt upon intention to deceive. It was this 











Our line of manufacture includes a variety of paper cans and 
composite cans for insecticides, chemicals and various other 


food products. 


Cosmetic manufacturers will find our Tale and Dusting Powder 
Containers both attractive and economical. Made in a variety 
of sizes, they are readily adapted to colorful wraps—litho- 
graphed, printed or with raised printing. 


Let us help to make your package a sales builder. 
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qualification, gradually accepted in Committee by 
leading Congressmen, which has been confidently re- 
lied upon to save from annoyance “‘gift’”’ packages and 
all manner of presentation and ‘‘occasional’”’ packages, 
which sell on their looks, or holiday spirit, rather than 
on a precise expectation of the quantity of contents. 


HE demand that every food package shall 
“ have the literal capacity which the untrained 
eye would expect, is not the only fanaticism of truth- 
in-packaging. By the Tugwell strictures, any food 
would be deemed to be misbranded if it be offered for 
sale under the name of another food or if it be an imi- 
tation of another food, unless, in the latter circum- 
stance, confession be made via the display of the word 
“Imitation” adjoining the food name and in type as 
big and as black. Yet another catch in this Tugwell 
chamber would trip up any packaged food, the label 
of which failed to bear the common or usual name of the 
food and the common or usual name of each ingredient. 

But, perhaps, the prize of this part of the collection 
we may find, after all, in Section 9 which, as we look 
at it more closely, seems to strike at or threaten pack- 
age portrayal over the shoulders of “‘false’’ advertise- 
ment. This section's sweeping indictment specifies 
that an advertisement of a food, drug or cosmetic shall 
be deemed to be false ‘‘if in any particular it is untrue, 
or by ambiguity or inference creates a misleading im- 
pression.” 

Here, assuredly, is an opening as wide as the pro- 
verbial barn door. Given the grouch, or the suspicions, 
of a peeved or prejudiced official arbiter, and almost no 
advertisement appealing to the imagination would be 
safe. And the package, no less than the packaged 
product, might be the unwitting means of sustaining 
a charge of perjury. Suppose, for example, to some 
greedy eye, a pictured package appeared to be larger 
or in any way different from the actual container. 
Or, woe me, what if a convenience package did not ful- 
fill the untrammeled expectations of some person 
in respect to its self-measuring or reseal functions. 
Finally, in suppositious illustration would any packager 
be safe to eulogize the re-use or after-uses of a con- 
vertible container without having convinced himself 
that the last scholar in his class of consumers could turn 
the transformation package to the promised account? 


ai lf OURNED of some packagers is the absence 

from the Tugwell bill—sunk without a 
trace—of what is known as the “distinctive name 
clause’ of the present Pure Food Bill. This grant of 
special privilege now applicable to products known by 
nickname only was originally inserted when the na- 


, tional food legislation was first engineered, in order to 


take care of certain blends of whiskies. And, by the 
by, it may be needed again for that service. But the 
latter-day effect of the exemption clause has been to 
waive the regulations and remove the dangers of ‘‘mis- 
branding’ from food combinations or concoctions 
marketed under suggestive brand name and without 
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disclosure of formulas. The possibility, for a producer, 
of giving his own meaning to a self-sufficient trade 
mark name has undoubtedly given some encouragement 
to the marketing of this class of specialties. 

Readers should be let into the secret that there is a 
direct, if hidden, connection between the dropping of 
the distinctive name ‘‘escape’’ and the Tugwell obliga- 
tions put upon “‘imitation”’ foods, as above noted. This 
turn of the tables is a triumph for the packagers of 
conventional, standard food preparations, as distin- 
guished from the makers of mixtures or compositions 
that have found comfort in the distinctive name clause. 
To illustrate the competitive cleavage that has grown 
sharper with the passing years, we may instance the 
indignation of the packagers of ‘‘genuine fruit’ or 
“real fruit’’ jams and preserves who have had to buck 
the prices of a number of off-standard substitutes, 
such as the so-called “bread spreads,’’ which were not 
required to enumerate ingredients, so long as they were 
sheltered by distinctive name. The packers of stand- 
ard-formula fruit products, etc., have been maneuvering 
for some time past to obtain a strategic advantage 
under the food law. In the Tugwell set-up they have 
won. 

OSMETIC packages, in comparison with pro- 
prietary medicine packages, are notoriously 
restrained in their ‘‘poster’’ qualities and notably in 
length of text. Nevertheless, no observer will under- 
estimate the effect of the Tugwell proposition to bring 
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cosmetics within the scope of the major regulatory act. 
The present law is wholly without jurisdiction over 
cosmetics except in the rare instances when the labels 
or package inserts bear medicinal claims. If the 
cosmetic annexation goes through, it is probable that 
not a few cosmetic packages will have to be redesigned 
or revised. Even more essential will be a toning down 
of the printed matter which is packed with cosmetics, 
or handed out to customers in conjunction with the 
packages. 

Apropos this last observation, it may do no harm, in 
passing, to remind the packaging audience that whether 
the Tugwell replacement comes to pass or we plod 
along under our present Food and Drugs Act, packagers 
have to face the fact that the Government treats as 
labels all package inserts, outserts, recipe books, 
coupons, certificates, etc., which are associated with 
foods and drugs in wholesale or retail distribution. 
Likewise has the long arm of the law been stretched to 
cover display containers. In short, whatever the 
vehicle, any written or printed pronouncement or 
picture which travels along with the goods has to 
abide by the limitations laid upon a label in respect to 
“‘misbranding.”’ 


7 | JEN all is said and done, what is, to its critics, 

the most fearsome aspect of the Tugwell omni- 
bus is the power given to a Governmental dictator. 
Here is contemplated an absolute monarchy over 
packaging, surpassing anything previously attained 
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Transparent Cellulose is admittedly a hard 
material to seal. Yet there is no need to 
sacrifice its many advantages because of 
this difficulty. UPACO Moistureproof 
cellulose Adhesives are trade standards for 
manufacturing transparent cellulose bags, 
window cartons; for wrapping, etc. 
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lems to us. A well-equipped laboratory 
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by public or private despot. The whole trend of the 
Tugwell ‘‘constitution” is to leave it to the Secretary 
of Agriculture to construe, interpret and translate 
this elastic and adjustable instrument. Without any 
reassuring arrangements for appeal to or review by 
Federal courts. And investure of the Agricultural 
Secretary as the All Highest means, of course, that 
bureaucracy would be in the saddle because, ob- 
viously, the head of the Department of Agriculture 
could not individually and personally pass upon all 
details of placing straight jackets upon the food, drug 
and cosmetic industries. 

There are three separate prongs to the dilemma of 
too-much-interference which looms darkly behind the 
Tugwell panacea. First, there is the contingency, 
which we have already outlined—the perils of petty- 
authority-gone-to-the-head which would be integral 
with a one-man or one-bureau regency over the pro- 
prieties of packaging Packagers, who cling to the 
American spirit of independence, have a sneaking sus- 
picion that questions such as the deceptiveness of a 
package and the relative conspicuousness of legends 
printed on a package ought to be debatable; not de- 
pendent upon the judgment of a political appointee 
who has never had any practical experience in packag- 
ing or merchandising. 

The second swelling from excess of official zeal is 
found in the. Tugwell contemplation of bureaucratic 
promulgation of definitions and standards for foods which 
would have the force and effect of law. Up to date, 
the Department, in policing the packaged food in- 
dustry, has been under the necessity of coaxing manu- 
facturers to voluntarily adopt “‘advisory’’ standards 
based upon the consensus of consumer understanding 
and upon good manufacturing practice. Lack of 
legal, ethical standards has admittedly been, in some in- 
stances, a disadvantage to conscientious manufacturers 
as well as to Government officials intent upon routing 
sub-standard products. But for all its high purpose 
this scheme to make the Secretary of Agriculture the 
rebellion-proof formula master for the food industries 
has its chills for timid souls. 

Third, of the ghosts that haunt the Tugwell jug- 
gernaut is the ‘‘permit’’ system, which smacks of the 
“‘licensing’’ system—the big stick of the NRA. 


-) PERATION of factories under Federal ‘‘permit”’ 
is quite the most revolutionary pill in the Tug- 
well dose, overshadowing as a hobble upon private 
business even the more-loudly-protested censorship of 
advertising. The reformers justify the ‘‘permit”’ 
device as a needful corrective of insanitary or other- 
wise objectionable conditions in packing and packaging 
establishments. What seems to have set them off 
on this extreme concept of manufacture-by-our- 
leave is the recent discovery of unsatisfactory condi- 
tions in certain crabmeat packaging establishments, 
which offending establishments the officials say can be 
kept up to scratch in cleanliness only by ‘‘continued 
surveillance ”’ 








As the most convenient way of allowing Uncle Sam 
to put his finger into every manufacturing and packag- 
ing pie, behold Section 12 of the Tugwell bill. This 
provides that, whenever the Secretary finds that the 
distribution in interstate commerce of any class of 
food, drugs or cosmetics is a menace to consumer 
health by reason of conditions surrounding the manu- 
facture, processing or packing of the product, he may 
require the manufacturers to operate under Federal 
permits, which permits would be granted only upon a 
showing of satisfactory plant equipment and operating 
conditions. Shipment of packs or packages without 
valid permit would constitute a criminal offense. 

Although the full purport of this ‘‘permit’’ joker is 
just seeping through to the rank and file of packagers, 
loud shouts of dissent are already breaking the silence. 
When the Congressional committees listen to conscien- 
tious objectors to the bill a particularly heavy fire of 
protest will be directed at the licensing plan. What 
has brought the possible victims to a state of panic is 
the spectre of despotism—the thought of a packaging 
plant dependent for its very existence and operation 
as a going concern upon the ideals, the whims, the con- 
victions and the prejudices of an official, answerable 
to nobody for his mental processes. 

an 

VEN in a picture as overcast as this panorama 

of food, drug and cosmetic control, there must 
be bits of silver lining in the clouds. For packagers, 
the most interesting ray of light is supplied by the 
proposed arrangement to grant partial labeling exemp- 
tion (at the discretion of the omnipotent Secretary of 
Agriculture) to ‘‘small packages’ of foods and cos- 
metics. Under Section 6 of the Tugwell bill food, drug 
and cosmetic labels must give information on two 
counts. First—and this is a new exaction destined to 
jolt some species of private branding—the label must 
bear the name and place of business of the manufac- 
turer, packer, seller or distributor. Second, it must, as 
of yore, carry an accurate statement of the quantity of 
the contents in terms of weight, measure or numerical 
count. 

Waiver on this statement-of-contents would be wel- 
come, in any event, to packagers of samples, ‘“‘trial 
sizes,’ 5-and-10 cent units and other midget packages 
where space is at a premium. But the promise of ex- 
emption is all the more of a relief in the light of an in- 
jection in the Tugwell bill which demands that every 
word and statement required by law on food, drug and 
cosmetic labels must be ‘‘prominently placed” in such 
manner as to be easily seen ‘‘and in such terms as to be 
readily intelligible to the purchasers and users of such 
articles under customary conditions of purchase and 
use.”’ Display on that specification puts a formidable 
obligation even upon designers of full-size packages. 
It would swamp the small package. And, as the Per- 
fumery Importers Association has so soundly reasoned, 
hysteria over the labeling of small packages would be 
too futile, seeing as how most dwarf packages are not 
bought with any contemplation of precise quantity 


NOW—NEW and Better PACKAGING 


Silverstitch is now shipped in a new and improved package. 
The lid on the box is in one piece—is not nailed down, but 
strapped on—providing new ease of opening. 

“Lifting tape’ removes first coil from snugly fitting pack. A 
fibre disc keeps each coil in perfect shape. Write today for 
free sample of this rust and corrosion-resisting galvanized 
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Re-designed and molded of Plastic 
Materials, they have established new rec- 
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sign, colorful appearance and light weight 
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sures greater sales and better profits. 

Perhaps your product can be made 
more salable through the use of Plastic 


Molded Parts. Tell us your preblem. 
Address Merchandising Design Dep't. 


CHICAGO MOLDED PRODUCTS CORP. 
2142 Walnut St. Chicago, III 


DECEMBER, 1933 
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 « ADVERTISERS 





ACME STEEL CO 

ALUMINUM CO. OF AMERICA 
AMERICAN CAN CO 

ANCHOR CAP & CLOSURE CORP 


BINGHAM BROS. .CO 
BROOKS & PORTER, INC 
pum? CO., LID., FN. . 


CHICAGO MOLDED PRODUCTS CORP 
COLTON CO., ARTHUR 

TAINER CORP. OF AMERICA 
CENT ENGRAVING CO 

CROSS PAPER PRODUCTS CORP 
CROWN CORK & SEAL CO 






DEJONGE & CO., LOUIS 
DEXTER FOLDER CO 
DOEHLER DIE-CASTING CO 


ECONOMIC MACHINERY CO 


FERGUSON CO., J. L 
FOXON CO., THE 


GENERAL PLASTICS, INC 


HATCH COo.,.C. F 
HEEKIN CAN CO 
HYGIENIC TUBE & CONTAINER CO 


INTERNATIONAL PRINTING INK CORP 


KALAMAZOO VEGETABLE PARCHMENT 
KIMBLE GLASS CO ; : 


LOWE PAPER CO 
LUSTEROID CONTAINER CO., INC 


MIAMI BILTMORE HOTEI 
MICHIGAN LITHOGRAPHING CO 


NATIONAL ADHESIVES CORP 
NEW JERSEY MACHINE CORP 


OWENS-ILLINOIS GLASS CO 


PACKAGE MACHINERY CO 
PEERLESS TUBE CO ; 
PHOENIX METAL CAP CO 
PICCADILLY HOTEL 
PNEUMATIC SCALE CORP., LTD 


R. C. CAN CO. ‘ 
REDINGTON CO., F. B 

RESINOX CORP... 

REYNOLDS METALS CO., INC 
RICHARDSON-TAYLOR-GLOBE CORP 
RIEGEL PAPER CORP. . 
RINGLER & CO., F. A. 


SEFTON NATIONAL FIBRE CAN CO 
STOKES & SMITH CoO. . ; ‘ 
SYLVANIA INDUSTRIAL CORP. 
SYLVANIA INDUSTRIAL CORP. 


UNION PASTE CO 
UNION STEEL PRODUCTS CO. 


VOSS CORP., KARL, DIV. SHOUP-OWENS, 


WHEELING STAMPING CO 


MODERN PACKAGING 
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HIS novel and exciting packaging for Mae West Perfume 
sis probably more typical of that alluring lady than of the 
fine hand made boxes usually associated with the name of 
Karl Voss. We present it here to call to your attention our 
ability as producers of unusual packages. It is this ability that 
has brought to us the custom of the vast majority of users of 


super-fine hand made boxes. 


Whether your product requires staid dignity or pert insou- 


ciance, the firm of Karl Voss can dress it to perfection. 


KARL VOSS CORPORATION 


Division of Shoup-Owens, Inc. 


HOBOKEN NEW JERSEY 














DECEMBER, 1933 








But one color is needed to lend surpassing beauty to 
this Peerless tube, for Peerless knows how to make 
the soft silver sheen of a special coating do the work 


of an extra color. 


This is but one economy that intelligent coopere- 
tion between tube maker and manufacturer can effect. 
Peerless is today giving the benefits of its experience, 
its equipment and its creative ability to many manu- 
facturers of drug, cosmetic and other products. It 
stands ready to cooperate fully with you in the solu- 
tion of your tube design and production problems. 





PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 


PEERLESS TUBE COMPANY 


70 LOCUST AVENUE : i BLOOMFIELD, N. J. 
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THEY LOOKED THEM ALL OVER AND FINALLY SELECTED DUREZ 





Continental's Dixie Belle Gin is one of America’s most beautiful liquor packages. Scarlet 
Durex caps and tamper-proof printed Cel-o-Seal bands, supplied by Armstrong Cork Company 
... foil labels, frosted glass bottles ...a package fit for the most sparkling modern bar or home. 





10% Hydrochloric Acid . ..... . None 
Concentrated Ammonia Solution . . None 





BLEEDING 
MPO 6. 6. 686s + 6 - « - - None 
MO® Bootio Acid «sss ee ses None 
Hydrogen Peroxide ......... None 
Butyl Alcohol ......... =.=. None 
Butyl Acetate ..........~. Nune 
Ethyl Acetate ... 6.2 cc eee . None 
fn Sr ae eee area. 


To be sure of your molded cap, specify Durez. Here are laboratory findings on 
the effect of prolonged immersion in well-known solvents on molded Durex caps: 


EFFECT ON 


None 
None 
None 
None 
None 
None 
None 
None 


Slight 


Naturally, most of these solvent tests have no relation to liquor packaging, but constitute a standard 
laboratory test routine. We print them in full to show the absolute inertness of molded Durez caps. 


FINISH 








Dy LJ R a i FOR LIQUOR OR BOTTLE CAPS 






ONTINENTAL DISTILLING CORPORATION 
C of Philadelphia know the formula for 
a smart, fast-selling liquor package . . . an 
attractive container, a clean, easily-read label 
... and molded Durez caps. 


Durez molded caps make liquor bottles 
look neat and clean. They seal and reseal 
containers in a flash, do not bind or leak, and 
do not require tools or strong fingers to open. 


Today's major liquor. market is young. A 
great portion of it is feminine. These young 
men and women have learned to like molded 
Durez caps, because they've used them on 
most of their cosmetic, shaving lotion pack- 
ages, etc. And so they won't be bothered 
with sticking, rusting, binding closures on 
their liquor containers. Nor will they use 
tools to get at their drinks. Maybe they're 
spoiled . . . but they’re your market. 


Follow the lead of Continental and other 
large distillers to molded Durez caps. 90% 
of all molded cosmetic and drug caps are 
made of Durez. They're absolutely inert, do 
not bleed or leave color streaks on the bottle 
neck, and cannot affect the contents, no mat- 
ter what type of alcoholic liquor they cap. 
Durez molded caps cannot peel, scratch or 
dent. They're smooth, glossy . . . and stay 
that way. Trademarks can be permanently 
molded in. 


For samples of Durez caps, full informa- 
tion and prices, write, giving details on colors, 
trademarks, sizes to General Plastics, Inc., 
Walck Road, North Tonawanda, N. Y. Also 
New York, Chicago, San Francisco and 
Los Angeles. 
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the color values retained 
by the use of our Gxclusive 
Process::: In | 
will not only give you 
color value but Dollar 
value as well/ MICHIGAN 
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